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We're 
selling 
the only 
feasible, 
practical 
way to get 
photographic 
illustrations 
or user-benefit 
case-history 
reporting ona 
national scale! With 
six offices, all closely 
integrated in six key geo- 
graphical areas, INTERSTATE 
exercises a tight, intimate 
supervision of your photographic 
requirements. We use 50 of our own 
staff people, plus 2400 local-level pho- 
tographers, 1100 cinematographers, 600 in- 
dustrial reporters (all screened and all dirécte 
from one central office) to handle over 11,000 assi 
ments annually. Our rates are standardized (it co 
more to do a job in Seattle, Miami, Tucson or Indianap 
it doesin Mesquite, Nevada) ; predetermined (you will knowi 
what your total cost will be); and realistic INTERSTATE sets the 
and user benefit reporting (order one or both, of course), on 
international level. No one else in the field approaches our sco 
our rapidity of job completion ... our sensitivity to 
commitments... our very professionalism ... and 
. operating philosophies. For example, the client 
who uses us 95 times a year pays the 
same rate, gets the same quality, 
as the one who calls upon us 
00 times a year. There is, 
in truth, no other feasi- 
ble, practical way to 
get photographic 
illustrations or 
user-benefit 
case-history 
reporting 
on a na- 
tional 
scale. 
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The guest art direction of this 
Annual Report Issue is in the 
capable hands of the Designers 
3 tandem: Jack Golden and Jack 
Seiden. Both are seasoned veter- 
ans in the field of annual report 
design (as well as all other 
graphics!), for since the group 
was formed in 1947, they have 
designed over 50 reports for all 
types and sizes of companies. 
Thus they bring a unique under- 
standing to the design of this 
issue. 

Both designers are native New 
Yorkers and both of their careers 
parallel the growth and develop- 
ment of advertising to a level of 
a major profession. 

Jack Golden attended Cooper 
Union where he had the oppor- 
tunity to experience the transi- 
tion to modern art which was 
taking place at the school in 
1934-35. He recalls heated de- 
bates in the halls when the avant 
garde, under the encouragement 
of Austin Purvis who presently 
heads the school, began to ex- 
pound their then “radical con- 
cepts” of modern painting and 
commercial art. By the time he 
graduated in 1936, this impor- 
tant change had occurred. 





Jack Seiden, Jack Golden 


Partners, Designers 3 


GUEST ART DIRECTORS 


PEOPLE 
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Mr. Golden has worn just about 
every hat in the trade .. . “do- 
ing the complete job yourself” 
as he terms it, “is the only 
way to become a_ competent 
craftsman ...a rare animal to- 
day.” When he was 19 years old 
he was in the photography busi- 
ness for himself. Before the war 
he worked for a short time with 
the Ben Sackheim agency. Dur- 
ing his years of service with the 
Air Force he worked with de- 
signer Will Burtin on training 
manuals for a gunnery program. 





The war over, and until Design- 
ers 3 was formed, he worked as 
a free-lance illustrator. 

Jack Seiden carries experience 
parallel to his partner’s to the 
design of this issue of print. A 
graduate of Pratt Institute and 
Art Students League, his first 
job was with a company that 
prepared birds-eye views and 
panoramic paintings of real es- 
tate development and plant sight 
projects. There, he learned early 
in his career that the over-all 
pictorial impression in design and 
advertising is more important 
than any of the details com- 
posing it. “If the main concept 
is right the details can be worked 
out easily enough,” he says. 
That was his first and only job; 
from there he set out as a free- 
lance designer and art director. 
His assignments through the 
years were many and _ varied: 
magazine art direction, sales and 
institutional promotions for 
many of the nation’s leading com- 
panies . . . until, in his words, 
“as advertising became more and 
more highly specialized and com- 
plex, it became apparent that the 
one-man operation was too limit- 
ed so we joined forces.” END 
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«++ annual reports that succeed in telling the corporate 
story effectively and as intended start with management 


ee. management that regards them as major 
company projects and treats them as such by giving top 
drawer priority to the personnel responsible 


eee Management that carefully selects its 
creative team, and is willing to leave all but 


policy decision in its hands 


»e- Management that realizes it takes time to plan, 
design and produce reports on schedule and within 


the original cost estimate 


--. management that makes itself readily available for 
necessary consultation at all stages of production 


in our opinion 


(Excerpts from our experience, both sweet and sour) 


by Jack Golden and Jack Seiden, 
Designers 3 


. . the visual appearance of a 
report creates the first impres- 
sion and sets the mood in which 
the reader will receive the words 
and figures. Disturb any of the 
elements that impart the over-all 
look to the report—typography, 
color, position of illustrations— 
and the entire balance can be 
thrown off. Once established, lay- 
out and format should be almost 
as tamper proof as the audited 


figures themselves. 


... many top management people 
have come to realize that annual 


reports are something more than 


“a job for the printer” ... and 
that about a dozen highly skilled 
technicans are responsible for 
preparing what is finally handed 


to the printer. 


. considering the prestige of 
the annual report and the irrevoc- 
able deadline to which it is com- 
mitted, it is astonishing how little 
time is allotted at the beginning 
to do the job right in the first 
place . . . and so much frantic 
overtime later spent in remaking 


what has become cold metal. 


.. many brilliant executives who 
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International Paper's Springhill, Vellum-Bristol 
gives you pinpoint letterpress line reproduction 





(and you can get it in white and six attractive colors) turn races) 
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PRINGHILL VELLUM-BRISTOL now comes 
S in a cleaner, whiter white than ever 
before. Plus 6 new pastel shades! Ivory, 
blue, pink, gray, canary and green. 

On the other side of this insert, a black 
and white photograph was rendered into 6 
separate pieces of line art. Notice the clean, 
graphic impressions. The soft suggestion of 
photographic tone and texture. This sam- 
ple is dramatic evidence that Springhill 
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What you should know about SPRINGHILL, VELLUM-BRISTOL 


—a leading member of International Paper’s first family of fine papers. 

















Vellum-Bristol gives excellent letterpress 
line art reproduction. 

Springhill Vellum-Bristol is a 100% 
bleached sulphate sheet. Look at it. Its 
glare-free qualities are self-evident. Now 
take it in your hands and feel it. This sheet 
is strong. With a high bulk vs. weight ratio. 
And the low cost will surprise you! 

Springhill Vellum-Bristol is versatile. 
Gives outstanding results when used for 


Fine Paper Division INTERNATIONAL PAPER New York 17, N. Y. 


offset, letterpress and silk-screen printing. 
It is made to order for menus, covers, die- 
cut cards, swatch cards for fabrics, cata- 
log inserts, direct-mail pieces—any quality 
printing job that must combine low cost 
with superior performance. 

Ask your paper merchant for samples of 
Springhill Vellum-Bristol and information 
about the other printing grades in Inter- 
national Paper's first family of fine papers. 
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in our opinion 
SH oR 


wouldn’t dream of tampering 
with a blueprint when a building 
is near completion, think nothing 
of juggling the layout elements 
of a report when it’s ready for 


or actually on the press. 


. . determining the particular 
central theme for the year around 
which the report can be planned, 
written and designed avoids the 
aimless, uncoordinated, rambling 
and monotonous repetition which 
sometimes makes one year’s re- 


port look like the last one. 


... audited material, which can 
not be made available until the 
very end, should be expediently 
planned for the simplest possible 
format, and thus permit the nec- 
essary flexibility in accomodat- 
ing the inevitable last minute 
changes with a minimum of trou- 
ble and delay. When planned as 
an integral unit — printed, col- 
lated and bound separately—so 
much the better. 


. +. once committed to paper, an 
annual report becomes a defini- 


tive expression of management’s 


philosophy. It can manifest man. 
agement as conservative or pro- 
gressive, rigid or imaginative, far 
sighted or indifferent. Whatever 
the intent of management, it can 
be affirmed or negated by the 


designer. 


. one expects the annual report 
to reflect the best intentions of 
management, and it is the job of 
the designer to do this without 
the design itself playing a dis- 


tracting role. 


... the very piece of corporate 
literature that is supposed to re- 
flect the efficiency of management 
as well as tell the profit story, 
can instead serve as an example 
of inefficiency and _ indecision 
when last minute changes add to 
the cost and detract from the 
very effect the report was created 


to achieve in the first place. 


. when knowledgeable manage- 
ment makes a decision that af- 
fects the creative design of a re- 
port, they make it directly to the 
designer himself, knowing that 
he alone can best express his 
thinking behind the design and 
without the implicit pressure of 
being a member of the corporate 
structure. 


END 




















During the first week of January 
Editorial 
Advisory Board gathered around 


members of PRINT’s 
a conference table ladden with 
stacks of 1958 annual reports.* 
The occasion: PRINT’s first An- 
nual Report Awards Program. 
The object: to select the best de- 
signed reports. 

2500 
companies listed on both the New 
York and American Stock Ex- 
changes were judged. Five re- 
ports were judged best in terms 


Over annual reports of 


of over-all design: taking into 
consideration cover, color, pa- 
per, typography, art, layout. 
The annual reports chosen to re- 
ceive PRINT’s Certificate of Ex- 
cellence: American Electronics, 
cbs, General Dynamics, 18M, Lit- 
ton Industries. 

Judges were Will Burtin, Mil- 
dred Constantine, Ralph Ecker- 
strom and 


Egbert Jacobson. 


Miss Constantine was chairman. 
CRITERIA FOR JUDGING 
What should the annual report 
be? That was the question—and 
the guide—the jury considered 
when selecting the reports. The 
report should be more than a 
statement of how the company 
is doing, more than a matter of 








1958 annual reports were used for judging 
because very few 1959 reports had been pub- 
lished at the time of judging. 
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PRINT 
MAGAZINE’S 
CERTIFICATE OF 
EXCELLENCE 
FOR 
OUTSTANDING 
ANNUAL 
REPORT 
DESIGN 


RECIPIENTS: 
American Electronics 
CBS 
General Dynamics 
IBM 
Litton Industries 


public relations, the jury be- 
lieves. It is a major part of the 
public image. Therefore it is im- 
portant to have consistency in 
design, reflecting the company’s 
identity along with other adver- 
tising and promotion purposes. 
The annual reports the jury se- 
lected as best were those which 
carried out this objective. Each 
report chosen demonstrates a de- 
sire to do a_ straight-forward, 
direct communication of all as- 
pects of company endeavor. 
Major observations made about 
the annual reports as a whole: 
there is an appearance of an al- 
most blatant waste of money; 
there seems to be a problem of 
over-design—a sort of self-con- 
scious effort. 
WHY THE BEST FIVE WERE 
CHOSEN 

Here are some of the reasons the 
five annual reports were selected 


to receive the Certificate of Ex- 
cellence : 

AMERICAN ELECTRONICS — This 
report is a little more obviously 
designed but it’s nonetheless a 
top design. Only one color is 
used, a bit boldly, but it is in 
keeping with the design. The 
financial section is unusually 
readable. As a whole this report 
holds together very well, the jury 
agreed. 

css — This is a clearly organ- 
ized statement of business activi- 
ty, the jury summed up. Typog- 
raphy is easy on the eyes. Pho- 
tographs stimulate thoughts 
about the nature of css work. 
In addition the image remains 
consistent with css. The report 
is in black and white. ‘Notice 
only on the cover is there a spot 
of color,” the jury noted. 
GENERAL DYNAMICS — It’s per- 
haps a little too lush but in spite 
of the fact that it’s expensive, 
it’s done very well as opposed to 
others that cost a lot and get 
nothing, the jury felt. It gives 
a very clear impression about the 
unusual 
Dynamic’s operations. The ty- 
pography and printing are good, 
design excellent. 

1nM— This is typographically 
the best, they agreed. The re- 
port has a difficult problem of 


character of General 


continued 





, RX 
sa. 
j ‘ s 
.S i fis 


oi 
4 14 ‘ 
fia * £ {s. 
¥, “dale iN 
Thy Y t\ 
<i, | ala A 
\ ais, 
F fia 
ee 4 i 
' ff \ } 
4 eG S \\/ SA 
<—-,’ ( Wiis 
j «42 u i/ ‘ 
—- 4/ o o~ cP) } i { 
a ae Yi ~ j 
Ny -". ee 7 
{ : zy i | 
= HN 
\ A i — , 
nary ts {7 a 
Poa $\% 1 . Ao t; 
; Se am « 
: C Ra 
\ / 4 
/ \ 
Tell \ : 
Ras oS. \ 
v F ats: } 
\ 4 } 
4 / 
. | J 
hy avs 
~ “t / 
P 
/ 
4 
4 
/ 
) 
5 
} 






Vip word Shefpace 


Send For New Demonstration Sheets—Offset and Letterpress 


Stronger, more rigid, Falpaco’s improved brighter-white coated blanks 
give you a printing surface that means less waste, less makeready, less drying time, 
less down time on your production of calendars, car cards, point of purchase displays, ete. 
and, above all, superior color and black and white reproduction. 


See for yourself... Ask your paper merchant or mail this coupon today. 





FALULAH PAPER COMPANY 


NAME $$$ TITLE 




















500 FIFTH AVENUE, NEW YORK 36, NEW YORK » MILLS: FITCHBURG, MASS. 


Please rush samples of your Improved 
Falpaco Brighter-White Coated Blank 
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PRINT AWARDS 


having so many photographs but 


they do a good job at showing 


> 
inm’s multi-level activities. The 
strongly contrasting, unevenly 
selected color photographs seem 
to reduce the cohesion, though, 
they added. 
LITTON INDUSTRIES—This is very 
straight-forward, very readable: 
it’s very dignified in character. 
It has a feeling of thoroughness. 
The body type has too much 
leading, headings are too small 
but it has taste and confidence, 


which probably was the aim of 


the design, they agreed. 
Reception to print’s Awards 


Program is indicative of the 
great attention being given to 
annual report design at the cor- 
porate level. For example, a let- 
ter from Frank Stanton, presi- 


dent of crs, responded to notice 


AMER TCAN 


AMERICAN ELECTRONICS 


Designer: Joe Weston, 
Advertising Designers Company 
Concept: The entire layout is meant 
to physically relate and graphically 
symbolize the nature and intent of 
the organization. It’s American 
Electronics’ policy to feature a par- 
ticular product on each year’s cover. 
This year the product is a versatile 
ground power unit. The design ex- 
tends to the back cover. The flow 
theme is carried into the book as a 
rule divider and illustration. 
Paper used: Chillicothe’s Alamo 


Vellum. 


of the Award in this way: “In Type faces: Caledonia with italic, 
this day of great emphasis upon Bodoni Roman. 
the use of four colors, die-cuts 

and other attention-getting de- 

vices, it is reassuring to know 

that your distinguished jury still 

considers purity of design and 

typography of paramount im- 

portance. . . . I am naturally 

delighted that the cps annual re- 

port was chosen. . . .” Thomas 





Watson, Jr., president of in, 


) 


. 


eee eee 


answered: “We are delighted to 


learn of this honor.” 


OBSERVATIONS OF THE JURY 
Observations of the jury as they looked over and discussed the reports 

are constructive as well as thought-provoking: “It’s interesting to see 

how many of them have gone in for embossing on the covers.” “Yes 

it is. Actually that’s been done for a few years now.” “Look at this 

die-cut cover. Moholy-Nagy never should have started us on that.” 

“This is really quite good except for the fantastic color.” “I can never 

understand what should be done when you photograph members of 

the board. Should they look like human beings or not.” “This printing 

is terrific. I'd say by and large most of the printing is excellent.” continued 
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New York and Penn/Pui; 


Designer: Ladislav Sutnar has won acclaim both in Europe and 

the United States. Chief designer for Czechoslovakia at the 1939 
World’s Fair, he currently heads up his own New York 

design firm. Winner of innumerable design awards during the past 
35 years, he is also a successful author on the graphic arts. 


This is Penn/Brite Offset 1002 smooth finish 
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PRINT AWARDS 


de. sting Syetem. inc 


CBS— 

Designer: William Golden 
Concept: Use of the full-page 
frontispiece at the beginning of 
each section and use of half-page 
photographs made it possible to 
manipulate the variable require- 
ments of the text, while preserving 
at the same time the initial concept 
of the book’s design. This also 
helped to make each section a com- 
plete unit, since each section was 
signed by the official in charge. De- 
Paper used: Mohawk’s Superfine. 
Type faces: Century Expanded, 
Grotesque, Franklin Gothic. 


Television 
Network 














Genera OvNAMiC s 


GENERAL DYNAMICS— 


Designer: Erik Nitsche 

Concept: The design on the cover 
symbolizes the varied activities of 
the corporation and its divisions. 
For example space research, mis- 
siles, astronautics 1; submarines, 
undersea exploration 4; etc. Says the 
designer, the layout inside the re- 
port is a somewhat unorthodox ex- 
periment in publishing (for the in- 
dustry, that is). It has, as he calls 
it, three continuities: two purely 
pictorial which he expressed in 
black, sheet-fed gravure and full- 
color letterpress on half pages; the 





4-Ton Atlas Missile Put into Orbit 


F 









A. 
Vv 


1988 FINANCIAL POLIO 


other is “literary” expressed by the 
text and narrative in letterpress. 
Technically and aesthetically, he 
says, the format is dictated by 
trends such as today’s over-abun- 
dance and exaggerated uses of color 
photography and full color repro- 
duction, 

Paper used: Mohawk’s Superfine, 
Warren’s Lustro dull-coated, 
Warren's Special Lustro Gloss 
White, Curtis’ Color Colophon. 


Continued 
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PRINT AWARDS 


1IBM— 


Designer: Paul Rand 

Concept: Says Designer Rand, “The 
IBM report is a simple, straight- 
forward design, built around the 
excitement of full-page color photo- 
graphs. The text and charts are 
kept in black to complement the 
color photographs. The type face 
that IBM _ uses throughout its 
printed material is the display type. 
Paper used: Oxford’s dull coated. 
Type faces: City Medium, 
Garamond No. 3. 
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LITTON INDUSTRIES— 


Designer: Robert Runyon 
Concept: The cover design signifies 
“Litton around the world,” says the 
designer, using coins as symbols of 
countries in which Litton has offices. 
The layout inside was kept light, 
“grid-like,” says Runyon, to show 
as much as possible the many manu- 
facturing capabilities of Litton. 
“We didn’t want a powerful graphic 
thing,’ he says, thus although it 
was printed in three colors, the 
colors are subtle, generally blending 
together, one over the other, to 
create a richness, 

Paper used: Hamilton’s Victorian. 


Type faces: Times Roman. 
ype f tits 
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LIGHTS 


ARE OU'TLT! After the designer has approved the last 


piece of art...after the presses are quiet...after the mails deliver the message.. 
will it be read?...add the assurance of paper with the extra dimension, Quality 
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pecifications are available from any of the following: 


Text Papers—for texture, color and a lasting impression.” 


ee 


»s and dummies to your s 


Sample 


Akron, Ohio 

The Millcraft Paper Company 
Albany, N. Y. 

Hudson Valley Paper Company 
Allentown, Pa. 

Lehigh Valley Paper Corp. 
Atlanta, Ga. 

Sloan Paper Company 
Baltimore, Md. 

Barton, Duer & Koch Paper Co. 

Baltimore-Warner Paper Co., Inc. 
Birmingham, Ala. 

Sloan Paper Company 
Boise, idaho 

Blake, Moffitt & Towne 
Boston, Mass. 

Carter Rice Storrs & Bement, Inc. 

Lindenmeyr Paper Co., Inc. 
Bridgeport, Conn. 

Lott-Merlin, Inc. 
Buffalo, N. Y. 

The Alling & Cory Company 
Charlotte, N.C. 

Caskie Paper Company, Inc. 
Chattanooga, Tenn. 

Sloan Paper Company 
Chicago, IIlinois 

James White Paper Company 

Bermingham & Prosser Company 

Carpenter Paper Company 

Chicago Paper Company 
Cincinnati, Ohio 

The Chatfield Paper Corporation 

The Diem & Wing Paper Company 
Cleveland, Ohio 

The Milicraft Paper Company 

The Cleveland Paper Company 

The Alling & Cory Company 
Columbia, S. C. 

Epes-Fitzgerald Paper Company 
Columbus, Ohio 

The Central Ohio Paper Company 
Dallas, Texas 

Olmsted-Kirk Company 
Dayton, Ohio 

The Central Ohio Paper Company 
Denver, Colo. 

Carpenter Paper Company 
Des Moines, lowa 

Carpenter Paper Company 
Detroit, Michigan 

Seaman-Patrick Paper Company 

The Union Paper & Twine Company 
Fort Wayne, Indiana 

The Milicraft Paper Company 
Fort Worth, Texas 

Olmsted-Kirk Company 
Fresno, Calif. 

Blake, Moffitt & Towne 
Grand Rapids, Michigan 

Carpenter Paper Company 
Hagerstown, Md. 

Antietam Paper Company, inc. 
Harrisburg, Pa. 

The Alling & Cory Company 
Hartford, Conn. 

The Rourke-Eno Paper Co., Inc. 

Henry Lindenmeyr & Sons 
Houston, Texas 

L. S. Bosworth Company, Inc. 

Olmsted-Kirk Co. of Houston 
Indianapolis, Indiana 

Crescent Paper Company 
Jackson, Miss. 

Jackson Paper Company, Inc. 
Jacksonville, Florida 

Knight Bros. Paper Company 


Jamestown, N. Y. 

The Millcraft Paper Company 
Kansas City, Mo. 

Bermingham & Prosser Company 

Carpenter Paper Company 
Knoxville, Tenn. 

Southern Paper Company 
Lansing, Michigan 

The Dudley Paper Company 
Lincoln, Nebr. 

Carpenter Paper Company 
Little Rock, Ark. 

Roach Paper Company 
Long Beach, Calif. 

Blake, Moffitt & Towne 
Los Angeles, Calif. 

Blake, Moffitt & Towne 
Louisville, Ky. 

Rowland Paper Company 


Louisville Paper & Manufacturing Co. 


Lynchburg, Va. 
Caskie Paper Company, Inc. 
Manchester, N. H. 
C. H. Robinson Company 
Memphis, Tenn. 
Roach Paper Company 
Meridian, Miss. 
Newell Paper Company 
Miami, Florida 
Knight Bros. Paper Company 
Milwaukee, Wisc. 
Nackie Paper Company 
Minneapolis, Minn. 
The Paper Supply Company, Inc. 
Carpenter Paper Company 
Nashville, Tenn. 
Clements Paper Company 
Newark, N. J. 
Linde-Lathrop Paper Company 
Henry Lindenmeyr & Sons 
Bulkley Dunton & Co. 
New Haven, Conn. 
The Rourke-Eno Paper Co., Inc. 
Carter Rice Storrs & Bement, Inc. 
New Orleans, La. 
Alco Paper Company, Inc. 
New York City 
Henry Lindenmeyr & Sons 
Schlosser Paper Corporation 
The Alling & Cory Company 
Miller & Wright Paper Company 
Linde-Lathrop Paper Company, Inc. 
Bulkley Dunton & Co. 
Marquardt & Company, Inc. 


Oakland, Calif. 

Blake, Moffitt & Towne 
Oklahoma City, Okla. 

Carpenter Paper Company 
Omaha, Nebr. 

Field Paper Company 

Carpenter Paper Company 
Orlando, Florida 

Knight Bros. Paper Company 
Philadelphia, Pa. 

Raymond & McNutt Company 

A. Hartung & Company 

The J. L. N. Smythe Company 

Schuylkill Paper Company 
Phoenix, Ariz. 

Blake, Moffitt & Towne 
Pittsburgh, Pa. 

The Chatfield & Woods Co. of Pa. 

The Alling & Cory Company 
Portland, Maine 

C. H. Robinson Company 
Portland, Oregon 

Blake, Moffitt & Towne 


xf a y) Strathmore Paper Company, West Springfield, Massachusetts Printed in U.S.A. 





Providence, R. |. 

Narragansett Paper Company 

Carter Rice Storrs & Bement, Inc. 
Reno, Nevada 

Blake, Moffitt & Towne 
Richmond, Va. 

Richmond Paper Company 

B. W. Wilson Paper Company 
Rochester, N. Y. 

The Alling & Cory Company 
Sacramento, Calif. 

Blake, Moffitt & Towne 
St. Louis, Mo. 

Beacon Paper Company 

Bermingham & Prosser Company 
St. Paul, Minn. 

Anchor Paper Company 
San Antonio, Texas 

Carpenter Paper Company 
San Bernardino, Calif. 

Blake, Moffitt & Towne 
San Diego, Calif. 

Blake, Moffitt & Towne 
San Francisco, Calif. 

Blake, Moffitt & Towne 
San Jose, Calif. 

Blake, Moffitt & Towne 
Scranton, Pa. 

Megargee Brothers, Inc. 
Seattle, Wash. 

Blake, Moffitt & Towne 
Sioux City, lowa 

Carpenter Paper Company 
Spokane, Wash. 

Blake, Moffitt & Towne 
Springfield, Ill. 

Capital City Paper Company 
Springfield, Mass. 

Carter Rice Storrs & Bement, Inc. 
Stockton, Calif. 

Blake, Moffitt & Towne 
Syracuse, N. Y. 

J. & F. B. Garrett Company 

The Alling & Cory Company 
Tacoma, Wash. 

Blake, Moffitt & Towne 
Tallahassee, Florida 

Knight Bros. Paper Company 
Tampa, Florida 

Knight Bros. Paper Company 
Toledo, Ohio 

The Millcraft Paper Company 

The Central Ohio Paper Company 
Troy, N. Y. 

Troy Paper Corporation 
Tucson, Ariz. 

Blake, Moffitt & Towne 
Tulsa, Okla. 

Tulsa Paper Company 
Utica, N. Y. 

The Alling & Cory Company 
Waco, Texas 

Olmsted-Kirk Company 
Washington, D. C. 

R. P. Andrews Paper Company 

Barton, Duer & Koch Paper Co. 
Wichita, Kans. 

Wichita Paper Company, Inc. 
Wilkes-Barre, Pa. 

Megargee Brothers, Inc. 
Wilmington, Del. 

Schuylkill Paper Company 
Worcester, Mass. 

Butler-Dearden Paper Service, Inc. 

Carter Rice Storrs & Bement, Inc. 
York, Pa. 

Andrews Paper House of York 





















INNOVATIONS 
ON 
ANNUAL 
REPORT 
DESIGN 





Influencing the design of annual 

reports are elements which origi- 

nate within the nature of indus- 

tries. Such factors as the size of 

business, its type and nature of 

product manufactured (heavy 

machinery or ice cream), budget 

and corporate image, all factors 

particularly peculiar to annual 

report design, on the one hand 

create areas of restriction in 

which the designer must work. 

On the other hand, these same 

elements very often open up new 

challenges and possibilities. 

Presented here are design con- 

cepts born out of traditional 
limitations. 

On the following pages are the 
designs of : 

Walter Allner 

Lester Beall 

Charles E. Cooper, Inc. 

Louis Danziger 

Rick DiFranza 

Morton Goldsholl 

Alexander Ross 

Robert Smith 

Robert Sutter 

George Tscherny 

Bradbury Thompson 





Annual Report ieoe 


Reichhoid Cnemicats, inc 


~ 


Letter to Stockhoiders 





1958 Reichold Chemicals, Inc. 
Annual Report 

Designer: Walter Allner, 
New York, N.Y. 


LAST MINUTE PRESSWORK, an 
awesome fact of annual report 
life, received unique treatment in 
Mr. Allner’s design for Reichold. 
on a separate six-page pull out, 
much of the hectic last minute 
press problem was eliminated. 
The report was completely pre- 
pared for binding before the 
financial matter was pritned. 
Final production was expedited 
in that the figures were run on a 
single folded sheet and then 
placed in the center of the book. 
The only remaining production 
step was the final binding. 
continued 
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IN ANNUAL REPORT DESIGN 







































titeflex looks upward and outward toward space 








1958 Titeflex Annual Report 
Designers: Lester Beall and 
Richard Rogers, Lester Beall 
Design Associates, Brookfield 
Center, Conn, 


A NEW CORPORATE IDENTITY 
ProGRAM was necded by Titeflex 
when they commissioned Beall 
and Rogers to design their annual 
report. On the problem for new 
corporate identity the designers 
say, This program was initiated 
to graphically exhibit a modern 
ization of facilities, a strengthen 
ing of management and a 
progressive outlook toward space 
age flexible hose hardware.” 

The report helped accomplish 
these goals by “strongly breaking 
with past company reports, by 
cmphasizing the new trademark 
and by illustrating unusual 
aspects of manufacturing 
processes and products. 

“Color and type faces used in 

the report were identical to those 
selected for the integrated 
company design program. The 
subtle russett’s affinity for 
company products and its 
contrast to competitive company 
colors were strong factors 

for its selection.” 


continued 
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ARTISTS’ MATERIALS 





Proven the WORLD’S FINEST! 


USE a dependable single source for the finest artists’ materials in the world... for a broad Craftint 
line of Show Card Colors + Artists’ Oil Colors + Artists’ Water Colors + Artists’ Specialties and Staples 
* School Supplies + Brushes + ‘‘Scrink’’ Screen Process Inks + Flat and Gloss Screen Process Colors 
* Bulletin Colors + Japan Colors * Strathmore Papers and Pads + Craftint Papers and Pads » Shading 
Mediums + Drawing Inks * PLUS Hobby and Crafts Supplies and many other top-level products. 


CRAFTINT 
“KLEEN-STIK” RUBBER CEMENT 


Exactly what the name implies... IT’S CLEAN... IT 
STICKS! For perfection and ease in mounting and past- 
ing. ““Kleen-Stik”’ is the constant choice of professionals. 
Perfect for office, studio, school or home use! It lays right 
and sticks tight! It peels cleanly from all surfaces when 
desired. The finest genuine rubber cement on the market, 


““Kleen-Stik” is made of pure, pale, crepe rubber. Will 





not stain or smear ink and will not wrinkle the thinnest 


of tissues. 





Available in 4-ounce Desk Bottle (Brush 
in Cap), pints, quarts and gallons. 


e 
THE Craft?nt MANUFACTURING CO. 
NEW YORK © CLEVELAND ©«- CHICAGH 


at your favorite art supply store, or write... Main Office: 1615 Collamer Ave., Cleveland 10, O. 









































INNOVATIONS IN ANNUAL REPORT DESIGN 








1958 Report-Stauffer 

Chemical Company 

Designer: Charles E. Cooper, Inc. 
New York, N. Y. 

EXPANSION CONCEPT THROUGH 
DESIGN was achieved on Stauffer’s 
cover by the Cooper studio. 
Since 1958 was the year of 
expansion for the company 

the purpose behind the 

cover design and throughout the 
report, was to express this. 

The ever-widening circles on 

the cover show the continuing 
growth of the company by 
expansion. The various chemical 
processes which make up these 
circles show the diversification of 
the chemical company. The 
smallest circle, within the nucleus 
of the design, reveals a new 
process. 

Regarding typefaces and color 
the studio used Century School 
Book, keeping entire report in one 
face for simplicity of design. 
The color, light blue, was used 
to keep a continuity from previous 
annual reports. Paper Stock: 
Champion’s Kromekote. 

continued 











STAUFFER CHEMICAL COMPANY 


Consolidated Balance Sheets 
== 





























“Speak softly and carry a BIG STICK” 














Neo York shows the birthplace of Theodore Roosevelt 28 E. 0th Street, 
all parts of the world. Himself one of history’s greatest leu ters, he said, 
“We need leaders of inspired idealism, leaders to 
whom are granted great visions, who dreamed 


greatly and strive to make their dreams come true”’. 


Print softly and carry a BIG. KICK 


For a hard sell with a soft look, make your next | 
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booklet, catalog or broadside a masterpiece—by 
printing it on 


DULL COATED FOR LETTERPRESS OR OFFSET 


This side of this insert is commercially produced by letterpress 
on Velvetone 25x38-80. The reverse side is printed by Offset. Photo 
and etching by permission, The Theodore Roosevelt Association. 















Glare-free with infinite 


DULL COATED for LETTERPRESS and OFFSET 


This new dull coating is easy on the eyes — makes type enticingly readable — enriches 
soft-focus effects with clear, realistic detail. Coating is identical on both sides, but equally 
printable by both Letterpress and Offset. 


Basis 23x35 25x38 35x45 
70 118 140 232 
80 136 160 266 


THE MARTIN CANTINE COMPANY >: Saugerties, N.Y. + Specialists in Coated Papers Since 1888 


( THIS SIDE OF THIS INSERT IS PRINTED BY OFFSET, REVERSE SIDE BY LETTERPRESS, ) 
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INNOVATIONS 








IN ANNUAL REPORT DESIGN 
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Signal Oil and Gas Company 
1957 Annual Report 
Designer: Louis Danziger, Hollywood, Calif. 
AN UNASSUMING PRESENTATION is Louis 
Danziger’s concept of annual report design, 
on which he says, “An annual report should 
present information in a direct and 
unassuming manner. It should appeat 
informative and, although attractive, should 
not be full of visual ‘stoppers’ which call 
attention to the graphics. 
“Typography,” he feels, “should be 
restrained (book faces such as Times 
Roman, Garamond, etc., are best) and 
extremely legible. Invention is always 
desirable but not if the invention becomes 
forced and an end in itself.” Continued 























INNOVATIONS IN ANNUAL REPORT DESIGN 


Edgerton, Germeshausen & Grier, Inc. 
Designer: Rick DiFranza, DiF ranza- 
Williamson Associates, New York, N.Y. 


DOUBLE-BARRELED FORMAT is a concept used 

by Rick DiFranza. According to him, 

“We have found an increasing interest among 
companies in this sort of all-purpose format 
for their publications. It is an economical 
way to accomplish three main objectives, 
namely, 1. to inform their stockholders of 


EDGERTON, GERMESHAUSEN & GRIER, INC. 


their current financial position. 2. to promote 
the company and its products to new markets. 
3. to attract new investors. 

“The main part of the printing is a brochure 
of about 24 pages, two or three colors 
and is a public relations piece with a 
comprehensive company history with text 
and photographs of products and personnel.” 

The brochure also functions as an annual 
report when a financial statement, including 
the president’s message to stockholders, is 
placed inside the back cover. 
“The financial statements, are printed 
separately, same size as the brochure, and in 
one color. The main brochure, mailed without 
financial statements, can be used year-round 
as a promotion or public relations piece, and 
can actually have a life of several years.” 

A dramatic concept in typography showing 
the countdown used for nuclear weapon tests 
is found on the cover of the Edgerton, 
Germeshausen & Grier, Inc. piece. The 
company has been a key participant in the 
planning, firing, instrumentation and 
photography of the U. S. Atomic Energy 
Commission’s tests at the Nevada Proving 
Grounds. Their report is used to both report 
financially to stockholders and as a brochure. 























CREATIVITY 
BLOOMS 


...with 
Atlantic Pastel Offset 


Six lovely, like-sided shades with matching 
cover stock give you an extra color without 
extra presswork. And planned over-lapping 
of translucent inks can produce added color 
effeets—still free! Other virtues: a smooth, 
even surface and dimensional stability that 
promote superior ink coverage and accurate 
register. Ask your Franchised Eastern 
Merchant for plain and printed samples of 
ATLANTIC PASTEL OFFSET. Or write direct. 


tastien 


a_ 
Ulta 


ATLANTIC 


EASTERN FINE PAPER AND PULP DIVISION 
STANDARD PACKAGING CORPORATION e BANGOR, MAINE 


This is EASTERN’s Atlantic Pastel Offset, Ocean Green, Basis 70, Suede Finish. 











INNOVATIONS IN ANNUAL REPORT DESIGN 


1958 Hydra-Power Corporation Report 
Designer: Robert Sutter, New York, N.Y. 


A SMALL PUBLICLY OWNED BUSINESS receives 

first class treatment through Mr. Sutter’s design. 
One of his unique concepts used throughout the 
report is the unusual treatment of the tabular 
numbers shown here. Both the 1957 and 1958 
figures are printed in larger type than the copy 
preceding. He explains that “the stubs always 
seemed to outweigh the figures when they were 
printed in the same size type and to create a 
proper balance I used a larger type for the 
numbers, printing the 1958 figures in bold face.” 


The report also features a color center spread 


which was economically designed “to be the 
basis of a future brochure.” 
continued 
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1968 
HYDRA-POWER 
CORPORATION 
ANNUAL 
REPORT 






































INNOVATIONS IN ANNUAL REPORT DESIGN 


































Annual Report to the Ruler of Bahrain 
By The Bahrain Petroleum 

Company Ltd. 

Designer: Alexander Ross, 

Ross Art Studio, New York, N.Y. 


GEOGRAPHICAL FLAVOR IN TWO 
LANGUAGES: The design of the elegant 
report presented to the wealthy ruler 
of Bahrain so pleased the ruler in 1952 
that he requested it be used thereafter. 
The cover design is an authentic eight- 
color silk screen reproduction from 

a handmade manuscript of the Koran. 
As the report was printed in both 
Arabic and English, Ross Design 
Studio was faced with some unique 
problems of production: matters of 
typesetting, proofreading, typefitting. 
The Arabic characters differ greatly 
from the English in that their over-all 
width and height are much smaller. 

It therefore was necessary to com- 
mision a Princeton professor to expand 
upon the copy translations to make 
the Arabic equal the English. 

The specialist also did the proof- 
reading and helped with design 
research. The near Eastern motif, 
representative of that part of the 
world, is authentic. Many of the 
designs originated in the handsome 
Koran manuscripts at the Princeton 
library. Also in the Arabian flavor is 
the use of bright color, predominantly 
purple and blue. Each spread is 
vertical rather than horizontal. 


The Shabba 
i. Bahrain 
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Typography is a Science: Knowledge, as of facts or principles; gained by systematic study. (The American College Dictionary) 























F Monsen Typographers, Inc., 22 East Illinois Street, Chicago 11 / 960 West 12th Street, Los Angeles 15 
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ATLIED PAPER CORPORATIGSA 


Michigan 


Kalamazoo, 


LISN t actually JD I y mn Tete W it W 
new ih paper, 1 xamp mar itest is 
INtTitue fom | yr Ten t tive new ra | 
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ALLIED’'S LINE* 


IMPULSE COLORS— Bright and vibrant to stimulate reader action and response. 
ideal for mass market direct mail selling to gain attention...to get returns. 


Flame Pink - Sulphur Yellow - Pumpkin - Summer Green - Indigo 


INFLUENCE COLORS— Subdued, yet having rich appeal to create an impression or mood. 
Best for giving your products or company the “feeling” you want it to have. 


Sandstone - Rosewood - Smoketone Blue - Aspen Green - Buckskin 


* includes bond and offset stocks in popular sizes and weights—envelopes in all colors— 
card and cover stock—and Colorcraft text and accent ink colors are available from IPI. 





rs Reg. Pend. 





CONTACT YOUR NEAREST COLORCRAFT DISTRIBUTOR FOR DETAILS AND PRINTED SAMPLES 
Albuquerque Carpenter Paper Company Lincoln, Nebraska Carpenter Paper ( 
Atlanta Whitaker Paper Company Los Angeles Carpenter Paper ( 
Austin Carpenter Paper ( pany Louisville Chatfield Paper ( 
Baltimore Stanford Paper ( pany Lubbock Carpenter Paper ( 
Billings, Montana Carpe r Milwaukee Standard Paper ( 
Chicago : Pape nf y Minneapolis Carpenter P 

Forest Paper ( pany Missoula, Montana Carpenter Pape 
Cincinnati Chatfield Paper Cor; t New York City S sser Pa 
Cleveland entral Ohio Paper Company Oklahoma City 
Columbus Central O Paper Company Omaha Carpenter Paper (¢ ] 
Dalias Carpenter Paper ( npany Pittsburgh ent Ot 
Dayton Central Ohio Paper Company Pueblo, Colorado 
Denver Carpenter Paper Company St. Louis But Pape 
Detroit The Paper and Twine ( y Salt Lake City irpenter Pape 
Des Moines arpenter Paper ( pany FP ime: Wiheolinte) Cary F 
Duluth Carpenter Paper ( pany San Francisco Carpenter Pape 
Ei Paso Carpenter Paper ( any Seattle Carpenter | 
Fort Worth Carpenter Paper Company Sioux City 
Grand Island, Nebr arpenter Paper nf Topeka arpente 
Great Falls, Montana Carpenter Paper pany Washington, D.C Stanford Ff 
Harlingen, Texas ‘ enter Paper (¢ pany Yakima, Washington arpenter Pape 
Houston, Texas rf t Paper any Tie OF: tare ter! 
Indianapolis ent ) Pa pany Montreal 
Kalamazoo é i f er ( f ’ BMelaetibae) 
Kansas City ter Pape ri Y y Vancouver i Pape 








ALLIED PAPER CORPORATION 
Kalamazoo, Michigan 
preferred printing papers 























INNOVATIONS IN ANNUAL REPORT DESIGN 


HASKINS & SELLS 


TO THE BORDEN COMPANY 


© want to congratulate anc 
thank, most sincerely, all of the 
employees who helped make 


1958 « successful year. The or 


ne Borden loyaity 
asingly im 
aves 


yess. From the gratifying 


experience of the past we know 


1959 and the years ahead 


heii Pi is 


The Borden Company 
Annual Report 1958 
Designer: Robert Smith, 
Lester Rossin Associates, 
New York, N.Y. 


PSYCHOLOGICAL CORPORATE 
imaGE: The Borden Company is 


THE BORDEN COMPANY ANNUAL REPORT 1958 


1... 
in 


el 


one of the many large companies 
which maintain an over-all 
corporate identity and yet is 
composed of many divisions 
which make various products. 
“The corporate identification is 
the ‘Elsie’ symbol which must 
always be featured,” according 


& 


cvomr tose 


The Borden Company 


to designer Robert Smith. “It 
is featured simply as in the 1957 
Report together with the com- 
pany name, or again featured 
as in the 1958 report accom- 
panied with the many Borden 
products in a wrap-around 

cover running around the inside 
covers. The type had to be a 
highly readable face with 
adequate headings. In one issue 
Caledonia was used with Venus 
headings and in the other Cen- 
tury Expanded was used with 
Clarendon display. The color 
selected had to be harmonious 
with the yellow daisy and had 

to be a cool color since companies 
dealing primarily with milk 
products feel this creates a 
better psychological image. The 
layout had to be done so that a 
flexible positioning of the 
elements was possible in the 
event that if changes should be 
made it would not require 
completely re-doing the layout.” 


Continued 


The three comp covers above show how different designs are often conceived and then rejected by man- 
agement. The three comps were to show that Borden was a large company made up of separate divisions 
—first as an abstract mathematical idea and then with photographs to illustrate the divisions. The other 
was the daisy in type naming all the divisions. The client evidentally had in mind two elements as most im- 


portant—a logo and a name. 























the 
SOVEREIGN 
touch =*- / 





RAA has had the honor to prepare for the Bahrain Petroleum Company Limited its Annual Report of stewardship to the Ruler of Bahrain. 
To this financial document, we have given a diplomatic decor with a punctilious regard for native traditions. The bi-lingual text with its 
picturesque Arabic characters, instead of visually complicating the pages, was handled in such a manner as to contribute graphic contrast 
and yield dual impact. This Report acted as a gracious gesture, saluting the prestige of the recipient also enhancing the status of the 
presenting organization. At RAA, we make it our business to talk the language of every account with authentic and acceptable accents. 
ROSS ADVERTISING ART - 1261 BROADWAY, NEW YORK CITY . MURRAY HILL 4-4240 
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IN ANNUAL REPORT DESIGN 


International Minerals & Chemical Corporation 
1959 Report 
Designer: Morton Goldsholl, Chicago, Ill. 


A NEW TRADE MARK: T'wo important achieve- 
ments were to be made in Mr. Goldsholl’s design 
of the International Minerals and Chemical 
Corporation’s 1959 Report. “First,” he 
explains, “the design of an annual statement 
that would be easy to read and legible. This 
book needed to serve as a document of the 
company’s achievements, its growth, and 
expansions, and serve as an information 
instrument for protective investors in the 
company. It had to be dignified, yet visually 
attractive, giving an immediate impression of 
the philosophy and strength of this operation. 


“Secondly, a new trademark is being 


introduced at this time. mc is celebrating its 
50th anniversary and the new mark was 
designed to include the minerals for the first 
year, which would be dropped later, leaving 
only the corporate mark and letters to remain. 
This report had to emphasize the new mark 
and describe its meaning.” 


In designing the trademark he chose to 

stress the nature of the company, “the world’s 
largest mining operation which produces vast 
quantities of fertilizer ingredients and 
products for growth. It expresses itself in 
this way: the hexagonal form is a cross section 
of the phosphate crystal, one of 1mc’s most 
important products. Locked in the heart of 
this mineral is the secret of Life, namely 
growth, which is shown by a ‘tree of life’ 
symbol, traditionally used as expressive of 
the life force. imc has the know-how to 
unleash this force for the good of mankind 


and the world.” 
continued 
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INNOVATIONS 


West Virginia Pulp and Paper 
1959 Annual Report 

Designer: Bradbury Thompson, 
Riverside, Conn. 


PRODUCT INCORPORATED IN DESIGN: The 
over-all idea of the report’s design was 
two-fold; to show the advances papers has 
brought about in the packaging field and 
to express the growth of paper consump- 
tion in the U. S. The first concept is 
made visual on the cover design which 
shows a grocery store of the 1880's 
where staples were sold in bulk. The 
framed cutout (die-cut) leads the eve to 
the inside front cover spraed which 
shows modern packages found in super- 
markets of today. 
Expressing the growth of paper 
consumption in the United States is a 
center pull-out spread showing the yearly 
consumption of paper by a typical 
American family of four. The company 
had to rent a polo field to actually set 
up and photograph the products. 
The paper company provided evidence 
of a variety of printing papers by 
printing the annual report on five 
different stocks, using both the letterpress 
and offset reproduction processes. 
A cover stock was manufactured 
especially for the report. It is a coated 
one-side paper board which has been 
scored and laminated to provide a 
two-side coated printing surface. 
continued 
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from color transparencies... dried, ready 
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DA Bas-Reliefs, Reproportioning, Italics, Curves, Perspectives, etc. 
RKROOM 


COME IN FOR AN EXCITING DEMONSTRATION, OR SEND FOR DESCRIPTIVE LITERATURE. 


STATMASTER CORP. 19 West 44th St., New York 36, N.Y. * OXford 7-9240 


Factory & Showroom: 3552 East 10th Court, Hialeah, Florida 





INNOVATIONS IN ANNUAL REPORT DESIGN 


Statement of Appropriations 





Ford Foundation 1958 

and 1959 Annual Report 

Designer: George Tscherny, 

New York, N. Y. 

A DISCIPLINED APPROACH Was 
necessary in the design of the 180- 
page Ford Foundation Report. 
Designer Tscherny explains that 
“in designing the Ford Foundation 
annual report, the need for speed, 
important in the production of any 
annual report, made it desireable to 
create a vocabulary for expressing 
textual, tabular and pictorial 
material which could be used 
repeatedly each year. It seemed 
essential that this visual vocabulary 
be as simple and straightforward 
as possible, in order that it neither 
interfere with the communication of 
the voluminous and complex content 
nor delay processing.” 


He further explains that “to 

reduce the number of type sizes to 

a minimum, articulation within type 
areas was maintained by the use 

of two colors—russet and black. 


“By changing the color scheme of 
the cover design and end papers it 
was possible, even with this 
disciplined approach, to create in 
ach report an individual identity.” 
END 
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A New Concept in 
Printing Papers and Inks 
for creating a NEW LOOK... 
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Apco IMPACT Coated Book is an entirely new 
concept in Printing Papers and Inks based on 
research by Faber Birren, one of America’s lead- 
ing color authorities, as well as by leading oph- 
thalmologists and reading psychologists. The 
IMPACT formula for printing combines 5 softly 
tinted papers (Jonquil, Suntex, Coral, Mint 
Green and Azure Blue) with color-related inks 
to obtain optimum reflectance contrast for rest- 
ful reading. While black ink and white paper 
produce a contrast ratio of 17 to 1, the IMPACT 
formula reduces this to the most desirable ratio 
of approximately 8 to 1. (No black is used at 
all in the formula). 


Revolutionary... Exciting... 


Apco IMPACT Coated papers (Book and Cover 
Weights) offer the only really new concept in ages, 
for improving the effectiveness of advertising 
publication and communication printing. This 
illustrated 20-page Booklet, and Portfolio Sample 
Kit tell the complete story — show comparison 
effects and samples of printing on IMPACT and 
Standard enamel papers . . . Explains how easily 
the IMPACT formula can be applied to your own 


printing for creating new and interesting results .. . 


new readership interest. 


a NEW INTEREST in 
Printed Communications 
and Readership! 


Apco IMPACT Coated Book is called the paper 
with the “Built-In Sunglasses’ because it so 
effectively reduces reading eyestrain and glare 
through use of the IMPACT printing formula. 
The five tints which fall within the actual color 
ranges of daylight also give four-color process 
printing a new depth and natural warmth — as 
can be noted in the 4-color illustration on the 
other side of this insert. Here, standard process 
colors of Red, Yellow and Blue and color re- 
lated IMPACT Brown (instead of black) are 
printed on Jonquil IMPACT Coated Book to 
achieve this more “natural” color illustration. 


Write for your FREE copies today — 
on your letterhead, please! 


. The mark of Restful Reading 
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PEOPLE 
IN 
PRINT 


Editorial 
Contributors 


PETER MEHLICH 
“New Design For The Annual 


Report” 


Born in Berlin, Germany, and 
schooled in Switzerland, Peter 
Mehlich traveled to Brazil to 
study printing. He became an art 
director for J. Walter Thomp- 
son in Brazil in 1941, age 19. 
Five years later he came to New 


. , 
Peter Mehlich 


York City where he worked as an 
art director for small agencies 
and for three years was the art 
director at one of New York’s 
printing and publishing houses. 
In 1952 was the birth of the 
present Peter Mehlich Organiza- 
tion which began as a one-man 
organization, now has a 12-man 


staff. 
H. NN. LEVITT 


Mr. Mehlich’s interviewer is a 
free-lance writer of versatility: 
financial writer, playwright, nov- 
elist. A resident of Irvington-on- 
the Hudson, New York, Mr. Lev- 
itt presently serves as promotion 
director of a national magaizne. 


MILTON ANDERSON 


“Annual Report Production is 
Demanding But Unglamorous” 


Milton Anderson 


Mr. Anderson, owner of the Mil- 
ton Anderson Company, has been 
turning out top-level printed 
pieces at his London Terrace of- 
fice since 1946. Before that he 
was managing art director for 
William FE. Rudge’s Sons, art 
director for American Type 
Founders and New England Man- 
ager, Bauer Type Foundry. 


JOHN MASSEY 

“CCA’s Goal: New Way To 

Express New Material” 

A graduate of the University of 

Illinois and former art director 

of the University of Illinois Press, 
continued 

















PEOPLE IN PRINT 





John Massey 


John Massey is presently man- 
ager of Graphic Design at Con- 
tainer Corporation of America’s 
His re 
cent graphic work has been wide 
ly noticed. It has been exhibited 
by the Art Directors Club of New 
York, Type Directors Club of 
New York, American Institute of 
Graphic Arts Printing for Com- 
merce and Industry and 50 Books 
of the Year, Art Directors Club 


of Chicago, 


Department of Design. 


BERNARD J, GOLDSTEIN 


“How Successful is the Annual 
Report as Communication?” 





Bernard J. Goldstein 


Dr. Goldstein directs public re- 
lations for The Psychological 
Corporation and is a manage- 
ment consultant in communica- 


tions and shareowner relations. 
He has conducted three annual 





seminars, 1957-59, on Shareown- 
cr Relations and Annual Reports, 
attended by more than 75 man- 
agement representatives of Amer- 
ican corporations; he has de- 
vised attitude surveys carried out 
among shareowners and the finan- 
cial community. A native New 
Yorker, he received his Ph.D. at 
Columbia University, 1952. Dr. 
Goldstein has been an English in- 
structor at Columbia University 
and assistant professor, Univer- 
sity of Washington. 





Dwight Rockwell 


DWIGHT ROCKWELL, JR. 


“Wajor Changes in Design and 
Content Have Been Slowly 
Accomplished” 


After graduating from Williams 
College, Mr. Rockwell joined the 
Mead Corporation in 1951. He 
received an extensive training 
course in five of Mead’s fine pa- 
per mills and then joined the 
Mead Papers sales staff in Chi- 
cago with a territory in the mid 
and far West. For the past 
three years he has been in charge 
of the Library Of Ideas, the 
graphic arts reference and exhib- 
it center in Mead Paper’s New 
York office. The “Annual Re- 
ports Exhibit” has been featured 
in the Library as the first special 
presentation each year. END 

















A limited quantity of specimen brochures are available. To obtain a copy, request it on your firm letterhead. 
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Dhe unusually fine velvet—smooth 
finish of Navajo Cover provides an 
ideal background for the finest 
printing. Receptive and resilient 
for letterpress... surfacesized for 
offset. Clear white and twelve dis 
tinctive Vavajo Cover colors... text 
in malching while. 


TOURELLE DE LA RUE DE LA TIXERANDERIE, PARIS, by CHARLES MERYON 
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PRINT + MARCH/APRIL 1960 + THE DESIGN OF THE ANNUAL REPORT 


For years the annual report was visually presented as a 
series of statistics, president's message and little else. Little 
color, art work, diversification of design. + In recent years, 
however, most annual reports have taken on an almost to- 
tally new appearance and content. * Because of the new 


“look,” because of the extreme importance of the annual 
report as a major sales promotion tool, and because of the 
significant role the designer has played in its development, 
and can continue to play in its future, PRINT is devoting 
this issue to “the design of the annual report.” 


On the following pages you'll find: TRENDS AND CHANGES by Peter Mehlich of Peter Mehlich Organization, pro- 
pucTION by Milton Anderson of the Milton Anderson Company, PAPER AND TYPOGRAPHY READABILITY AND LEGI- 
BILITY by Dr. Bernard Goldstein of Psychological Corporation, GRAPHIC DESIGN SURVEY—25 LARGEST COMPANIES by 
Dwight Rockwell of Mead Papers, Inc., a NEw concept by John Massey of Container Corporation of America, 
PRINT’S CERTIFICATE OF EXCELLENCE FOR ANNUAL REPORT DESIGN, DIRECTORY OF ANNUAL REPORT PRINTERS AND 


DESIGNERS, OTHER FINANCIAL PIECES TO BE DESIGNED by Edward Krukowski of Draper Associates. 

















There has been a dramatic evolution of the annual report, turn- 
ing it in recent years, into one of industry’s prime public relations 
tools. With the evolution are resultant changing design concepts 
of format, content, use of typography and color. Here, 

Mr. Mehlich takes a close look at the changes and the people and 
circumstances which have brought about changes. 





NEW 
DESIGN 
FOR 
THE 
ANNUAL 
REPORT 


H.N. Levitt interviews 
Peter Mehlich, 
President, 

Peter Mehlich 


Organization 


ae 
LEVITT: 

How has the annual report 

format changed over the years? 


MEHLICH: 

Quite a bit. The concept has 
changed, too. Early annual re- 
ports were nothing more than a 
single sheet, printed on one side 

. only financial information. 
Annual reports today form the 
basis of the company’s stock- 
holder relations program. They 
include necessary financial infor- 
mation, data on the company’s 
organization in personnel and 


48 





physical facilities, a letter from 
the president or chairman, a sec- 
tion explaining sales and earn- 
ings trends, company policy, ex- 
pansion and mergers, subsidiaries, 
company products, research and 
development, employee activities 
. . Just about every facet of 
their operation. And the report 
is prepared not only for the 
stockholder, but for the financial 
community of brokers, analysts, 
investment advisers, you know... 
It’s a prestige public relations 
peace, more related to a fine book 
than an advertising brochure. 


LEVITT : 


That sounds real “posh.” 


MEHLICH: 

It’s true. If the company has a 
distinct corporate identity, the 
annual report should hold this 
impression. Why do we incor- 
porate the symbol or trademark 
into the cover design whenever 
possible? It’s the impression the 
reader gets that counts. The re- 
port must convey an image of 
the company. The successful one 
does this. Prestige PR. 


LEVITT: 
Play it safe. 


MEHLICH: 


What do you mean? 


LEVITT : 
Logo on the cover, four colors 
inside, how wrong can you be? 


MEHLICH: 

Not at all. Color should be used 
with restraint. Over-indulgence 
can be garish, ostentatious. Cov- 
er colors are determined by sub- 
ject matter; two colors, or four 
where they apply. Colors inside 
the book, the same way, with 
close tabs on cost. 


LEVITT: 
It has been said designers are 
more interested in getting “Os- 
cars” than in designing reports 
to fit the needs of their clients. 


MEHLICH : 
The only thing that beats good 
better design. The 
client’s needs are always synony- 
Of course, the 
goal of the annual report should 
(al- 


though they certainly did a lot to 


design is 
mous with this. 
not be awards or “Oscars” 
raise the standards from the early 
two-page, single color reports to 


today’s versions). The goal should 
be, and is, self-imposed good taste 








in the conception and the execu- 
tion of the job. 


LEVITT : 


Good taste. There’s that snobbish 
ring again. Bookish. 


MEHLICH: 

No, really, that’s not so. It’s not 
all subjective. There are certain- 
ly techniques we all acquire. We 
favor one thing or another, but 
one standard applies to all. For 
my part, I simply prefer the 
bookish typefaces; they’re more 
restrained, muted, quiet — the 
stress is on legibility without be- 
ing tricky or “horsey,” like the 
advertising faces. I also prefer 
antique stock. It’s easier on the 
eye; its slight “tooth” is pleasant 
to the touch. I like openness— 
one column pages instead of two. 
Even offset over letterpress. Off- 
set has grown tremendously in 
the last five years. It’s the only 
thing for halftones on antique 
stock. And it’s sharp and clear 
today, not flat as it used to be. 
It’s difficult to tell them apart. 


LEVITT: 

It is often difficult to see much 
difference between one annual re- 
port and another. Outside of 
what you call “good taste” in 


design, and an expensive looking 
product that seems to suggest a 
solid financial foundation, what 
is the annual report other than 
charts and figures, financial gob- 
bledegook, half truths, and badly 
written public relations squibs, 
all in the interest of getting an 
image across that may or may 
not be quite as true as it is 
presented? 


MEHLICH: 

I thought we were talking about 
design and printing. But this is 
not too far afield. Let’s see— 
charts and figures. If you com- 
pare them you'll find they do dif- 
fer. We simplify charts to make 
them more easily understood. We 
do it because we assume stock- 
holders are interested in what the 
charts say. They have money in- 
vested in the company. You have 
not. Perhaps they see the report 
in a different light. But, on the 
matter of half-truths and public 
relations squibs, I honestly have 
found no such evil. The contrary 
is true: companies go out of their 
way to be factual, straightfor- 
ward and open. They have to. 
Too much is at stake if a mis- 
representation gets across. In a 
way, what we do is make the ex- 


perience of reading an annual 
report as rewarding as possible. 
Why not? We even use new ideas 
like gatefolds to feature products 
for consumer goods corpora- 
tions; every stockholder is a po- 
tential buyer, isn’t he? Oh yes, 
one other thing: badly written? 
Well, I suppose some reports are 
badly written, just as some of 
anything is badly written. That’s 
why we suggest client’s use pro- 
fessional people to write the re- 
ports. There’s no substitute for 
talent. Without good writing, de- 
sign means nothing. 


LEVITT : 
Is there any particular formula 
for annual report design? 


MEHLICH: 
No, there’s not really a formula. 
But we, for example, as a crea- 
tive group, are hired to create, 
not just do as we’re told. If a 
client has a preconceived idea 
we'll do it, but we’ll also do our 
own version, or versions, on our 
own, and let him decide. Call it 
professional pride. A designer 
He expects a 
chance to put his best foot for- 
ward, to borrow the cliche. 


sells a concept. 


END 


49 

















Annual Report - 1958 


CONTINENTAL CAN COMPANY, INC. 





Finished cover for Continental Can after 17 comps were submitted. See next pages. 





An annual report usually starts 
with an outline of its contents. 
We have 814.” x 11” pads of paper 
with 16 miniature pages printed 
on each sheet for this purpose, 
and we jot down what goes on 
each page. Sometimes as many 
as six of these outlines are made 
at once, to see which arrange- 
ment is best. Then we jump to 
the other end of the job to see 
what effect the printing press im- 
position will make on the rough 
formats we have established. We 
are interested in things like this: 
a 20-page report was imposed by 
a letterpress printer as a 16 
work-and-turn, plus 4 printed, 2 
up work-and-turn. We had a 
choice of printing the 16-page 
form all one color, plus black, or, 
by using split fountains, getting 
different second colors on any 
four pages in the vertical rows. 
Let’s suppose we wanted second 
colors on pages 12 and 13 (finan- 
cial pages for U. S. company) 
different from those on pages 14 
and 15 (financial pages for for- 
eign subsidiaries). A split foun- 
tain down the middle would give 
us this. It would also mean that 
we would have to provide in our 
design for a three-inch space in 
which no color appears between 
the two rows of pages. 

This is one of many reasons we 
always check into the printing of 
a job before we start the design 


ANNUAL 
REPORT 


PRODUCTION 
IS DEMANDING 
AND 
‘“UNGLAMOROUS”’ 





From design 
to printing 
to getting 
along with 

management 





By Milton Anderson 
President, 
Milton Anderson Co. 


work. An offset printer would 
have imposed this job quite dif- 
ferently. 

Since the designer must of 
necessity get in touch with the 
printer early to engineer the job 
properly, it makes sense that at 
least preliminary prices be ob- 
tained at the same time. A graph- 
ic artist designing a job without 
knowing about the printing costs 
is like an architect designing a 
house without knowing what his 
client wants to spend. 


’ 


THE “GLAMOROUS” PART 
The development of the cover 


is usually considered the “glam- 


or” part of the job. When the 
client doesn’t know what he 
wants, we always give him at 
least three preliminary sketches: 
one typographic, one symbolic and 
one illustrative. Selection of one 
of these will establish the direc- 
tion of the cover design and per- 
mits us to concentrate our efforts 
on developing other versions of 
the same general theme. How 
ever, in the majority of cases we 
find clients have some notion of 
what they want on the cover. For 
example, in 1959 Continental 
Can wanted for their 1958 report 
a cover symbolizing their basic 
product divisions (boxes, bottles 
and cans) with or without a sug- 
gestion of research or creative 
packaging design. On October 17 
we submitted eight sketches (some 
here) four “straight,” 
two “research” and two “design.” 
On November 5 we delivered 
nine more cover sketches—three 
straight and six design, one of 
which had been submitted in the 
first lot. After minor modifica- 
tions of several of these, P was 
selected as the one to be made up 
into a full-size, comprehensive 
layout. This was done and ap- 
proval obtained on December 23. 
The finished cover painting was 
shown on January 8 and was ap- 
proved except for one thing: in- 
serting a centered dot between 
“Report” and “1958.” Concur- 


shown 


Eighteen years’ experience in designing and producing annual reports, Mr. Anderson 
now presents a qualified investigation of annual report planning, time 
and cost saving details of layouts, printing and management negotiations. 

















rently, the inside material was 
being developed, written, de- 
signed, drawn and set in type— 
for Continental Can’s report and 
11 others. This inside material is 
always the hard part, because 
work has to progress even though 
the figures for the year are at 
this time far from complete. Out- 
lines are made and changed; lay- 
outs are made and changed; 
photographs are taken and re- 
touched; type is set and reset; 
charts are drawn and redrawn, 
always with the current year’s 
figures subject to last-minute 
change. 

And as careful as we are to 
figure our man-hours, we usually 
have at least one 24-hour session 
during the season. For what 
they’re worth, here are a few ob- 
servations from one who has long 
been in the annual report business. 


ABOUT LAYOUTS 
Layouts of inside pages made 
before final selection of the cover 
should be subject to modification 
to suit the cover. It goes without 
saying that a wise client will tell 
the designer what he wants, but 
not try to make the layout. 
Whenever a client makes a specific 
suggestion, we try to follow it. 
If it turns out to be attractive, 
good ; if not, we do it again—our 
way—and show him both layouts. 
We usually keep in the studio 

a photostat of each layout sent 
to the client, a simple procedure 
for us since we have our own stat 
machine. This facilitates conver- 
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CONTINENTAL CAN COMPANY, INC. 


Annual Report 1958 


























Left page, left col., from top: 
four of first eight designs 
symbolizing design, straight, 
straight, research approaches. 
Right col., from top: a second 
group of designs symbolizing 
design, design, straight, design. 


sation by phone and _ becomes 
part of our record. 

We find that layouts for an- 
nual reports have to be “noodled” 
more tightly than other jobs, 
probably because we are working 
with people who aren’t as accus- 
tomed to visualizing from lay- 
outs as are the people who handle 
the regular flow of advertising 
and “relations” material. 

Question: why doesn’t some 
company tie up the presentation 
of its annual report with its 
quarterly reports? This would 
mean establishing the direction at 
the beginning of the year. We 
have never been able to sell this 
idea. 


ABOUT ARTWORK 

The people we work with at the 
client’s office look for a certain 
amount of institutional solidity 
in their art work. If an uncon- 
ventional style or technique is 
planned, it had better be checked 
with the client before the dummy 
is started. We know from ex- 
perience. 

Question: why isn’t more art 
work prepared for national ad- 
vertising used in annual reports? 
It is usually an excellent presen- 
tation of a company’s products 
or services and frequently well 
adapted to this supplemental use. 


ABOUT CHARTS 
We find it practicable to main- 
tain a portfolio of chart styles 
and techniques from which clients 
can make a preliminary selection. 
This saves time and money. 


Far from being merely “me- 
chanical,’ charts can be chal- 
lenging pieces of design—color- 
ful, almost abstract. 

Since charts are usually the 
last pieces of art to go to the 
platemaker (who, at this point, 
is apt to have the printer breath- 
ing down his neck), it is general- 
ly helpful to consult in advance 
with the platemaker on the prep- 
aration of the charts so that he 
knows what to expect. 





ABOUT TYPESETTING 

Select a typesetter who can 
give you service—almost around 
the clock. 

Be sure he has plenty of type 
on hand: display type for the 
heads ; magazines of mats for the 
text matter (a full range of 
sizes) and more than one maga- 
zine of the kinds and sizes of type 
selected for the text and figures. 

Be sure he has had experience 
setting annual reports. Unless he 
has, he will never believe how hec- 
tic things can get. 

Be sure he locks up his forms 
securely before proofing. Accoun- 
tants can get quite expressive 
when figures don’t align. 

Impress him with the need for 
watching all indentations and 
spacing on the financial pages. 
Tell him to trim all footing rules 
even and clean. 

Tell him not to set vertical 
rules for boxes on offset jobs. 
They can be drawn in on the 
mechanicals at less cost. 

Have him submit in advance a 
sample of what he calls a good 


repro proof. Check this with your 
printer, because all typesetters 
and printers don’t have the same 
standards for repro proofs. 

Find out in advance how much 
you are paying for proofs, par- 
ticularly extra reader proofs and 
repro proofs. Some _ printers 
throw proofing in with the job 
and don’t make a separate charge 
unless there is a request for a lot 
of extras, say 50 more of each 
page. T'ypesetters charge for ex- 
tra reader and repro proofs. 


IN GENERAL 


The production of annual re- 
ports demands the highest degree 
of competence in every aspect of 
the graphic arts. It requires 
ability to intelligently interpret 
ideas that sometimes come from 
people unfamiliar with our “lan- 
guage”; ability to deal with ex- 
ecutives who know what kind of 
“corporate image” they want to 
present and, quite understand- 
ably, aren’t always concerned 
with the problems we may have in 
getting it; enough sense to keep 
a close mouth so far as figures 
and facts are concerned; ability 
to “engineer” the job to come out 
at the right time and at the right 
price, which calls for a detailed 
knowledge of both typesetting 
and printing procedures; accur- 
acy; the ability to live on air and 
water until the job is finished, 
because no one ever gets paid for 
an annual report until the job 
is completed. END 
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CCA 


CONTAINER CORPORATION OF AMERICA 


An inquiry into the present ‘‘universal sameness”’ of annual report design, an 
analysis of its traditions and forthcoming diversifications, plus a study 

of new directions in financial presentation. These are some major points 

John Massey covers in his examination of his company’s award winning annual 
report. (It received Financial World’s 1958 awards: a Bronze Oscar for Best of 





Industry and a Silver Oscar for Best of Design and Typography.) 


CCA’S GOAL: NEW WAY 
TO EXPRESS NEW MATERIAL 





By John Massey, Manager of Graphic Design, 


Department of Design, Container Corporation of America 


With each passing decade, the 
ownership of business becomes in- 
creasingly diversified, so that the 
annual report no longer speaks 
only to shareholders, employees 
and investors but to customers 
as well. More and more, the in- 
vestor and the customer is one 
and the same. 

This means the annual report 


(A) 


is becoming the most important 
communication of the organiza- 
tion’s identity program and 
should be given more attention 
than any other single corporate 
expression, for it offers the only 
opportunity for the company’s 
“products and progress report” 
to appear in conjunction with the 
organization’s financial position. 


PRESENT MEDIOCRITY OF DESIGN 


Because of traditional limita- 
tions and because of the nature 
of the material the report pre- 
sents, annual reports in general 
have tended toward universal 
sameness—and resulting medioc- 
ritvy—of graphic design. 

As negative as this may seem, 
this situation creates an atmos- 
phere quite conducive to a signifi- 
cant break-through into hereto- 
fore unexplored methods of finan- 
cial presentation. New directions 
have been extensively studied and 
will continue to be studied here 
in Container Corporation’s De- 
sign Department. Our goal is to 
increase the clarity of the materi- 
al traditionally inherent, and the 
material which we feel will soon 
become inherent, to the annual 
report. This new material will be 
a manifestation of the diversity 

















(C) 


Illustrations from 1958 Container Corporation of America annual report are 
(A) Inside front cover spread representative of company’s scope and diver- 
sity. (B) Spread from inside the report showing combination of illustration, 
copy and tabular material. (C) Two page spread of tabulated material for a 
12 year period. (D) Inside back cover spread showing one of the Great Ideas 


of Western Man advertising series. 


The specifications for the 1958 Annual 

Report are as follows: 

size: 83% x2 10% 

paces: 28 plus cover 

stock: 80 lb. white Cameo dull 

cover: 65 lb. lineweave laid cover 

composition: Editorial material; 11 on 
15 primer text, 28 pica measure with 
9 and 10 futura bold cap heads. 
Financial material: 8 point primer 
with 9 point futura bold heads 

QUANTITY: 50,000 

pREssworK: Offset, 5 colors 


of the annual report’s future 
audience and may well demand 
that the report take the form of 
a comprehensive documentary. 


CCA REPORT ORGANIZATION 

Our present annual report— 
that is, the 1958 Report — is 
essentially organized as follows: 
the cover is designed for im- 
mediate identification and domi- 
nated by the trademark and year: 
page 1 quickly shows the indus- 
try within which the Corporation 
operates and the industries it 
serves; page 2 shows the organi- 
zation’s officers and directors; 
page 3 is a chart, “A Glance At 
The Last Five Years,” which is 
a quick reference synopsis of the 
more detailed information in the 
Report’s text; page + begins the 
Chairman’s and President’s mes- 
sage to the shareholders and em- 
ployees. This message includes 
such subjects as financial reviews, 
working capital, capitalization, 
operations, sales, industry con- 
ditions and related topics. This 
is followed by a map showing the 
location of the Corporation’s 
domestic properties, a flow chart 
of its integrated facilities, balance 
sheets and statements. The last 
page of the Report is a reprint 
of one of the advertisements in 
Container Corporation’s — series 
“Great Ideas of Western Man,” 
which ran during the year in 
national publications. 

As far as production time is 
concerned, four to five weeks are 
scheduled after the receipt by the 
Design Department of final copy 
from the office of the Chairman, 
President and Comptroller. Prior 
to this time, the basic design of 
the Report has been established 
and approved by management. 
The design as well as the produc- 
tion details of the Report are 
handled entirely by Container 
Corporation’s Design Depart- 
ment. END 





Our country calls not for the life of ease, but 
for the life of strenuous endeavor. The twen- 
tieth century looms before us big with the fate 
of many nations. If we stand idly by, if we 
seek merely swollen, slothful ease, and ignoble 
peace, if we shrink from the hard contests 
where men must win at hazard of their lives 
and at the risk of all they hold dear, then the 
bolder and stronger peoples will pass us by and 
will win for themselves the domination of the 


world. Let us therefore boldly face the life of 
strife, resolute to do our duty well and manfully; 
resolute to uphold righteousness by deed and by 
word; resolute to be both honest and brave, to 
serve high ideals, yet to use practical methods. 


Theodore Roosevelt: from a speech, “The Strenuous Life,” delirered in Chicago in 1891 


Great Ideas of Western Man...one of a series. CONTAINER CORPORATION OF AMERICA 
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Readability, quality and durability are qualities paper for 


annual reports must have...say paper mill representatives. 


Here, 10 mills also recommend one or more of their 


own stocks which are well suited for annual report use. 





Here are some of the signifi- 
cant trends in selecting paper 
for annual reports, as re- 
vealed in a recent PRINT sur- 
vey of fine printing paper 
manufacturers. 


1. White paper is a nine to 
one favorite for annual 
report use. 

2. More money is spent for 
fine printing papers for 
annual reports than for 
other printed promotion 
pieces. 

3. Dull coated stocks are 
preferred. 


‘The paper mills surveyed said 
that as closely as they can see 
it, 95% of the paper pur- 
chased for annual reports is 
white. The remaining five 
percent is ivory or colored. 
Although it is difficult to de- 
termine to what use the paper 
will be put, it is significant 
that the paper companies re- 
ported that they noticed a 
definite increase in sales of 
fine text paper during the 


AT THE 
HEART 
OF THE 


DESIGN 
IS 
PAPER 





annual report season of Jan- 
uary through March. In ad- 
dition, many of the mills re- 
ported an increasing concern 
by paper specifiers for a top 
quality paper during this 
same period. They often ex- 
pressed an equal concern 
about the prices of paper. 
The third agreement among 
the paper manufacturers sur- 
veyed was that dull surfaced 
stock is the most popular for 
annual reports . . . more of 
this stock is sold during the 
annual report season than 
coated stocks. 

PRINT’s editors also called on 
paper mills to recommend one 
or more of their stocks which 
they feel are well suited for 
annual report use. The an- 
swers are printed here... in 
the hope that a paper manu- 
facturer’s point of view will 
help illustrate the importance 
of making a careful and ap- 
propriate selection of paper 
which will blend well with the 
total design and content. 








The Appleton Coated Paper 
Company: “proven performance” 
Richard Mahoney, Jr., of Appleton 
recommends three paper grades 
which have proven ideal for annual 
report use. “White Polychrome 
Dull Coated Book is ideal for this 
use due to its dull coated surface 
which is developed to eliminate eye 
strain, light reflection and distortion 
when read under artificial light,’’ he 
says. Aesthetically, the texture and 
composition of this stock lends a 
feeling of value, substance and rich- 
ness to the material printed on it, 
he adds. 

‘Whether the annual report is to 
be produced in one or more colors, 
letterpress or offset, this stock is 
designed to reproduce the high 
fidelity of halftones and smooth 
coverage of color tints.” 

He also recommends a brilliant 
white dull coated book paper called 
Fluorodull Coated Book which con- 
tains fluorescent dyes giving the 
same reasons as stated above. 

For a cover stock, Appleton rec- 
ommends Supertuff Coated Cover, 
a strong and versatile performer on 
the presses. 


The Champion Paper and Fibre 
Company: “quality and modernity” 
A popular combination in paper 






































stock for annual reports is that of a 
coated or cast coated cover with an 
uncoated body stock. The softer, 
less reflectant surface of uncoated 
paper is thought to improve reada- 
bility. Says William F. Dorhmann 
of Champion, “An effect of ‘blue 
chip’ quality and modernity can be 
achieved by using Kromekote Cast 
Coated one or two side cover and 
high brightness Chalice Opaque as 
body stock. In many cases, how- 
ever, a coated paper will be chosen 
for the body stock of annual re- 
ports. If the job is to go offset,” 
he says, “this might be Wedgwood 
Coated Offset combined with its 
companion sheet, Refold Coated 
Cover. Templar Coated Offset also 
makes a desirable body stock. Com- 
parable letterpress sheets are Satin 
Proof Enamel or Refold Enamel. 
“Matching uncoated papers such 
as Chalice Opaque and Chalice 
Opaque Cover create an attractive 
annual report. Ariel Cover and 
Wedgwood Offset would also fit this 
description,” he adds. 


Eastern Fine Paper Company: 
“sparkling realism” 

“Big company or little, we recom- 
mend Atlantic Opaque as the paper 
to win preferred attention from 
stockholders when they read the an- 











nual report,” says George Saxer. 
“In full color or black and white, 
its clean, brilliant white will lend 
a sparkling realism to the product 
illustration or photograph of the 
factory, for example. This stock’s 
smooth printing surface is designed 
to save money in the press room and 
to lend an extra sharpness and 
readability to type, graphs and pie 
charts. The extra opacity of this 
modern sheet minimizes  show- 
through in printing bar graphs and 
solids.” He continues, the match- 
mate for Atlantic Opaque is Atlan- 
tic Opaque Cover for use in the 16- 
page and up reports that should 
preferably use one paper stock for 
the covers, another for the inside 
pages. 


Kimberly-Clark Corporation: 
“depth and dimension” 
About their Prentice Velvet, Walter 
Yurk says ‘From a designer’s view- 
point it has texture ... a soft 
velvet-like surface providing depth 
and dimension to _ illustrations. 
Prentice Velvet’s blue-white color 
and high brightness accentuate the 
contrast desired in photography 
making it easier for the printer to 
obtain full range of color (tone) 
from the photos.” 

Continuing, “Annual reports are 


planned as integrated units which 
often call for matching cover stock. 
Prentice Coated Cover serves this 
end as it matches Prentice Velvet 
in brightness and color. It will also 
take a beating of service.” 


Ludlow Papers, Inc.: 

“three cover stocks” 

Robert C. Hailer recommends three 
cover stocks from Ludlow which 
serve specialized functions. “M. J. 
Super Cover is used in two weights 
—10 Pt. and 16 Pt.—coated on two 
sides; it is strong and tough and 
withstands handling. It has excel- 
lent folding qualities and scores 
with little loss of strength.” 

“Old Tavern Cover and Platinum 
Cover in 10 Pt. weight is excellent 
for anniversary reports,” he contin- 
ues. “The metallic coating is on one 
side and the back is coated with a 
smooth white finish as is used on 
M. J. Super Cover. 

“Waretone Cover is available in 
two weights—7 Pt. and 10 Pt. It 
has a high finish which is scuff and 
mar proof.” 


The Mead Corporation: 

“glossy aristocrats” 

R. C. Finley, spokesman for Mead, 
suggests Mead Black & White 
Enamel for letterpress printing of 
annual reports because of its press 
performance and brilliant white 
color. “Designers have selected this 
sheet for its true fidelity in repro- 
ducing detailed halftones in full 
color and black and white. Black & 
White Coated Cover is its equal 
with the same fine printing quali- 
ties. 


“For offset lithography Mead 
Black & White Offset Enamel is 
recommended for performance and 
its bright, white color to add sparkle 
and definition to illustrations.” 


Mohawk Paper Mills: 

“high permanence factor” 

Mohawk Superfine Text, made ex- 
clusively from high alpha fibres, the 
most highly refined form of wood 
cellulose, is the recommendation of 
George Robinson. 

The purity of the alpha fibres 
and extreme care with which Super- 
fine is manufactured, give the sheet 
a high degree of cleanliness, he re- 
ports. No dyestuffs are used in the 
White and the shade is a pure, 
natural white, the shade of the 
alpha fibres. 

The high alpha content and near- 
neutral pH of the paper insure a 
high performance factor. This is 
an important factor in important 
documents. such as annual reports 
which are kept for some time. 

“The uniform printing surface 
and built-in resiliency of Mohawk 
Superfine assure top printing per- 
formance for letterpress, offset and 
gravure. The rich appearance and 
feel of the paper suggest quality 
and prestige to the eye and hand of 
the reader.” 


Nekoosa-Edwards Paper Com- 
pany: “opacity saves $” 

Nekoosa’s Tad Meyer suggests 
Nekoosa Offset, available in white 
and eight pastel colors, to give 
beauty and dignity to the annual 
report . . . the colors to add vitality 
to design and subject matter. 


““Nekoosa Fantasy . . . in brilliant 
white will dramatically set off text 
and design,’ he says. “To save 
money in paper and postage costs, 
economical Nekoosa Opaque offers 
high opacity in lighter weights with 
a white surface to add sparkle to 
color and a high degree of contrast 
to blacks and half-tones.” 


Peninsular Paper Company: 
“quality feel” 

Snoweave Cover and Text is the 
recommendation of D. G. Quirk, as 
best suited for the annual report 
for three reasons: “It is a moder- 
ately priced sheet of paper. The 
Felt finish gives an annual report a 
feeling of quality. Thirdly, this 
same fine patterned Felt finish lends 
itself extremely well to the repro- 
duction of photographs, giving them 
somewhat of a third dimension. We 
manufacture this paper in heavier 
weights as well as light weights. 
In the case of the annual report the 
heavy weight can be used for the 
cover and the lighter weights for 
the text.” 


Standard Paper Manufacturing 
Company: “attention-retention” 

Franklin Shepperson suggests one 
of Standard’s newest papers for an- 
nual reports . . . Shenandoah Text. 
“Blind embossing of a sculptured 
feeling, inks, and gold-leaf brillance 
are given powerful attention-reten- 
tion value when this exceptionally 
white paper is the carrier of cor- 
porate presentations of financial 
facts and pictured activities. I 
strongly recommend this dependable 
sheet to the designer entrusted with 
the annual report of consequence.” 
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That typography is the bridge to clarity in the design 
of the annual report is self evident. First and foremost 
the annual report must be read. Contemporary needs 
have dictated new promotional functions for the annual 
report. But its primary function (other than financial) 
still remains a straightforward business document which 
must visually reflect a corporation’s image with clarity. 





TYPOGRAPHY 
the bridge to clarity 





NO ONE TYPE FACE 18 BES1 
Which types do the foundries recommend? 
“There isn’t one type face that can be sin- 
gled out as best,” says R. Hunter Middle- 
ton of the Ludlow ‘Typography Coinpany. 


WHEN THERE WAS ONE STYLE 
Mr. Middleton explains that “annual 
reports, like any classification of 
printing, are likely to vary in typo- 
graphic style from one period to 
another as typographic style varies. 
In Colonial times everything, regard- 
less of classification, was printed in 
Caslon or Dutch types because this 
was the one style that was available and 
understood by the printer and public. 


TODAY'S WIDER SELECTION 
“Today we have innumerable type- 
faces both available and under- 
stood by many designers, and to 
my way of thinking it would be 
utterly preposterous for anyone to 
claim that one type had the look 
of an annual report and _ not 
another. Certainly there is an 
effect desirable in any annual 
report, because of the very nature 
of the report. The typographical 


effect should be straightforward 
and not whimsical, and _ clarity 
should be preferred to fuzziness.” 
Mr. Middleton also believes that: “a 
category of printing is successful on- 
ly because of a designer who has the 
ability to make an equally success- 
ful annual report with Grotesk to- 
day, Bodoni tomorrowanda modern 
rendition of Caslon the next day.” 


MORE VARIABLES 
He furthers his feeling of the 
many variables to be consid- 
ered in selecting type for the 
annual report with “in addi- 
tion to type there is the space 
in which the type lives. ‘There 
is the organization and rhythm 
from page to page and within 
each page and finally there is 
the complete typographical ef- 
fect which either speaks the 
language of the subject or not. 
(If on the other hand, all that 
is needed to make an annual 
report official is the signature 
of an outstanding certified 


public accountant firm, then 
who cares what type is used?)” 


CAN’T BE DOGMATIC 
Echoing Mr. Middleton's 
views is another authority in 
the field—Paul Bennett, Mer- 
genthaler Linotype Company, 
who says “You can't be dog- 
matic with such recommenda- 
tions. The best type for an- 
nual reports? What’s the best 
store for what? Selecting the 
best type for an annual report 
requires so many considera- 
tions. You must consider your 
paper stock, your printing 
methods — some types are 
more suitable for offset repro- 
duction than for letterpress, 
some faces take to heavy glossy 
paper while others belong on 
the dull-coated stocks.” He 
further points out that “the 
annual report is essentially a 
sober business document but 
the use of typography and de- 
sign can create a thousand dif- 
ferent effects for the reader.” 


MANY DESIGN POSSIBILITIES 
Hans Schneider of Lanston Mono- 
type Company feels there are 
many possibilities for fine type 
design in the annual report. 
“Baskerville and Times New 
Roman are by far the most often 
used Monotype faces in annual 
reports, followed by Century 
Schoolbook, Bodont and Gara- 
mond, It is quite possible that 
other Monotype faces are being 
used for the composition of an- 
nual reports, for example: Bembo, 
Bulmer, Granjon, News Gothic, 
Janson, Twentieth Century series.” 
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\s Jan van der Ploeg of ATF suggests, 
the personality, character approach has 
some value as a guide, but it should not 
be taken too literally or mechanically.” 
\s example of this are two quite differ- 
ent type faces chosen for The New 
Jersey Zinc Company annual reports 

the 1955 report in ATF Century 
Expanded and the 1958 report (shown 
here) in ATF Craw Clarendon. 


Venus Bold Extended 


Graphic Arts Expositions 
COLLARS AND GLOVES 


University Graduation 
ROUND THE WORLD 


Western Railroad 
MODERN DANCE 


The importance of vertical rules in design 
Machines for the Iron and Steel Industries 
COLUMBIA SYMPHONY ORCHESTRA 


German and Foreign Competition 
Specimen Preparation Equipment 
MODERN AIR CONDITIONING 


Dining and Dancing in Spain 
Museums of Natural History 
ORNAMENTAL CERAMIC 


Musardise sport perfume 
JET ENGINE PROJECT 


HELLENIC WIDE 


It is a good idea to always promote 
MAKE THE MOST OF EACH HOUR 


Do not be mislead by rumors 
IF WE WOULD ALL TAKE 


Life is worth living 
TRUE WELCOME 


Baseball hero 
SOME TIME 


Mrs. V. Harand of Bauer Alphabets, 
Inc., notes that a good number of an- 
nual reports are set in Bauer’s Venus 
Extended series. “Quite a few reports 
were also set in Hellenic Wide and a 
smaller percentage in the Weiss Roman. 
1 definitely recall that the annual re- 
port of General Motors was set in our 
Fortune,” she says. 


RETAIN A CORPORATE IMAGE 


Jan van der Ploeg, Type Design 
Director, American Type Founders 
Company, feels that although “most 
ITF type faces can be put to effec- 
tive use in display lines in annual 
reports, it does not mean, of course, 
that every face can be used for every 
kind of company. Type faces should 
be in keeping with the general ‘cor- 
porate image’ that may already have 
been established, or which suggests 
in some way the ‘character’ of the 
company. As obvious examples, we 
may cite the case of banks whose re- 
ports tend to be quite conservative, 
so that Caslonian or Engravers’ kind 
of faces are indicated. The blacker 
but clean-cut faces as the Spartans 
may be preferred for companies man- 
ufacturing heavy machinery. A_ toy 
manufacturer, on the other hand, 
could make excellent use of some of 
the Dom’s or a gay face as Balloon.” 
He further explains that “while the 
‘personality’ ‘character’ approach has 
some value as a guide, it should not 
be taken, too literally or, mechanically. 
Whenever possible, thedesign of annual 
reports should be integrated with the 
design of other company literature for 
both recognition and identification.” 


USING TYPOGRAPHICAL OPPOSITES 


Mr, Middleton of Ludlow Typography 
has another interesting idea involving 
corporate identification in annual re- 
port type faces. “The idea embodied in 
a corporate seal should find its way 
through the typographical effect of an 
annual report to the reader. This, 
however, is a general term and could be 
expressed equally well with two type- 
faces which might be considered oppo- 
sites typographically. The modern Gro- 
tesk alphabets so popular today could 
be used; traditional Bodoni could also 
do the job, and the effect of many hy- 
brid typefaces such as Times Roman or 
Perpetua could also do the job.” 

He further expresses that “the nature 
or identity of the corporation should 
dictate and it is even possible that a 
corporation’s nature would dictate the 
use of type which would normally be 
used for high fashion or anything but 
straight-laced dignity.” 
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HOW 
SUCCESSFUL 
Is 
THE 
ANNUAL 
REPORT 
AS 
COMMUNICATION? 


by Bernard J. Goldstein 
The Psychological Corp. 


The people who manage publicly-owned corporations will 
circulate well over 55 million annual reports during 1960— 
40 per cent more than 5 years ago. To meet government and 
stock exchange regulatory requirements, some 45 million 
will be mailed to people who own shares of corporations. 
More than 10 million will be circulated among the financial 
community—brokers, analysts, bankers, employees, custom- 
ers, suppliers, the press, and other people whose money, 
efforts and opinions bear upon a corporation’s future as an 
investment. The magnitude of annual report circulation 
becomes apparent when we compare it to the most widely 
circulated general, women’s, weekly, and by-weekly maga- 
zines. 


Yet research in annual report common editorial principles es- 
readability has demonstrated 


that many of the most widely 


tablished through experience and 
research. All the knowledge, skill 
circulated annual reports are and creativity which people in 
among the least readable. In- — the company apply to communi- 
deed, some are at such high levels 
of difficulty that they seem to 


defy readership. 


cating and successful product 
advertising—everything that is 
obvious, everything that is prac- 
Annual reports often violate — ticed elsewhere—is often over- 
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Chart above is very easy to read—easier than chart to right. 


looked in the annual report. 
PEOPLE IN CHARGE 

The examples of editorial lapses 
and graphic atrocities are unac- 
countable—until we learn from a 
recent survey that the individual 
in charge of annual report prep- 
aration in 70° of the companies 
circulating them, has no direct 
editorial experience. The survey 
showed that executives in charge 
of annual reports work in three 
broad categories. Public rela- 
tions, advertising, and informa- 
30% : finance 


27% + executive 


tion executives 
management - 
management — 43%. 


Finance Management — Treasur- 
ers and Controllers, and Execu- 
tive Management-Policy-making 
and Administrative Officers take 
responsibility for the conception 
and editorial direction of annual 
reports in more than 3500 cor- 
porations. They call upon the 
services of several professionals 
and craftsmen—public relations 
counsel, writers, graphic design- 
ers, photographers, illustrators, 
chart designers, printers and 
more. In the long run, the annual 
reports of these corporations can 
only be as effective as the contri- 
bution of each specialist measured 
against the ability of manage- 


e 


ment “editors” to guide and co- 
ordinate their work. In the small- 
er number of companies, where 
the annual report is under the di- 


rection of executives competent 


in the disciplines of communica- 





tion, creative solutions are more 
likely to occur; annual reports 
are more likely to have the clar- 
ity, simplicity, ease of reading 
and understanding that invites 
audience acceptance and ap- 
proval. 
CONTENT: FACTS 

A survey of people in the finan- 
cial community provides a con- 
sensus of facts which they want 
to find in the annual report. 
Recommendations are listed in 
order of preference: 


1. Management — functions, 
ages, qualifications, infor- 
mal pictures. 

2. Labor Relations 
benefits, productivity. 

3. Sales 


uct groups, industries serv- 


salaries, 
breakdowns by prod- 
iced. 


4. Products 
markets, pictures. 


-descriptions, 


Forecast—sales outlook, ex- 


or 


pansion plans. 

6. Income & Eapenditures— 

ten year comparative table. 

i. Assets—owned, leased. 

8. Defense Contracts—type, 
amount, forecast 

9. Foreign Markets—by coun- 
try and volume. 

10. Stock Prices and Earnings 
—ten year comparative ta- 
ble. 

11. Debt-—complete schedule. 

12. President’s Letter 


discussion of the year’s op- 





concrete 
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Top chart is hard to read; bottom chart 
is still harder. 


eration, plans for the short 
and long-term future, poli 
cies and philosophy of the 
company. 


The information security ana- 
lysts and investment officers need 
for making decisions is exactly 
individual 
Realistic 
management people use the an- 


the information the 
shareowner requires. 
nual report to disclose this infor- 
mation to all the people who ar 
interested in the company on an 
equal basis. 


THE AUDIENCE AND READABILITY 


If annual reports are to commu- 
nicate ideas to people as a basis 
for establishing a corporate im- 
age, their level of reading eas« 
must match the level of the read- 
er’s ability. Three factors con- 
tribute to reading .ease: legibil- 
ity, interest, and ease of under- 
standing. 

Legibility depends upon such 
factors as style, form and size of 
type, width of line, leading, mar- 

















Because of contrasting backgrounds, ta- 
ble on right is easier to read than chart 
above. 


gins, layout, color of print and 
background, paper surface, and 
so forth. 


Interest depends upon content 
themes and factors. Themes 
ranked of greatest importance in 
promoting readability are: news, 
people, business, action and hu- 
man interest; themes deterring 
readability are: history, abstrac- 
tions, theories, fantasy, and ma- 
terials unrelated to human ex- 
perience. Content factors sup- 
porting interest are number, size, 
color, and clarity of illustrative 
materials. Illustrations increase 
interest when they support read- 
able themes. 

Reading ease is based upon vo- 
cabulary and style—short, fa- 


miliar, conerete, non-technical 


language in direct sentences. 
Other aids to reading case are 

“talking heads” to introduce 
paragraph clusters; amplifica- 
tion by summary, enumeration, 
question and answer; short para- 


graphs; and transitions. 


GRAPHS 

Graphs are symbolic materials. 
People require special training in 
order to understand them. They 
should be used in conjunction 
with captions which explain the 
variables shown in the graph and 
their relationship to one another. 
Simplicity must key the design- 
er’s approach to graphic repre- 
sentation in annual reports. As 


a graph includes a greater num- 
ber of variables, it becomes more 
and more difficult to understand. 
People can understand quantity 
better 
scales; they cannot understand 


scales than percentage 


logarithmic scales at all. 

Here are some research findings 

which can guide the preparation 

of graphs. 

The circle or pie graph is easiest 

to read when it compares the 

parts of a whole. 

Tilting it, foreshortening it, or 

profiling it makes it harder to 

read. 

The single bar graph shown ver- 

tically or horizontally is easy to 

read. 

The curve graph and shaded sur- 

face graph are harder to read. 
Multi-curves and sub-divided 

surfaces increase difficulty, as do 

curves and surfaces moving in 

opposite directions. 

Sub- divided 


columns, and unconventional 


columns, grouped 
graphic forms are too difficult 
technical 
training in graphic statistical 


for people without 


methods. 

PICTURES 
Here follow more research find- 
ings about pictorial illustrations 
which can help people who pre- 


pare annual reports and business 
communications: 

Larger pictures are generally 
more attractive than smaller pic- 
tures, although attention does 
not depend on size alone. 

Realistically colored pictures 
are more effective than “black 
and whites.” but the amount of 
added effectiveness may not be 
significant in terms of the added 
cost. Black and white pictures 
with strong narrative interest 
are preferred to color pictures 
without narrative interest. 

‘Pictures which overlay a sin- 
gle color on black and white are 
of questionable effectiveness. 

People respond to pictures 
with a center of interest ; they do 
not respond to diffuse pictures. 

Pictures which are realistic 
and eventful are preferred to 
still-life pictures. 

-Pictures should be placed on 
the page to complement eye- 
movement patterns. 


TABLES 


Annual reports) must contain 
financial statements and _ tables. 
They are not easy to read under 
the best conditions of presenta- 
tion. ‘Type size, generous white 
space, and brightness contrast 
help to make them readable. 

Then there is the problem of 
figures describing 
financial results of one year in 
five to 10-year compa rative ta- 
bles. Now from some source or 


highlighting 


another, people who prepare an- 
nual reports have gotten the no- 
tion that one way to emphasize 
figures is to surprint them on 
tinted backgrounds. Obviously, 
this makes them harder to read; 
if the background is too dark, 
tables become illegible. END 











Over the past decade the basic 


changes in annual reports have 
been large, but they have gradu- 
ally, sometimes slowly, followed a 
direct course. Two basic trends 
appear. 1. This course is one of 
more information, more pictori- 
ally explained. The fact that this 
trend has at times been painfully 
slow, is due to the intense impor- 
tance which corporations justifi- 
ably give to their annual report 
each year. 2. The annual report, 
particularly in the larger con- 
cerns, is almost always a result 
of “group decision.” In this fact 
can be found the reason for the 
strong changes that have been 
made, and certainly the length of 
time it has taken to effect these 
changes. 

The single cause for this course 
is a basic change in who the 
shareholder is, and the company’s 
realization and appreciation of 
this change. Today there are 
slightly over 13 million individ- 
ual company owners or share- 
holders in every corner of our 
country, each owning an average 
of four different enterprises. 


POWER OF THE MASS 
As a unit, this number represents 
a tremendous number of custom- 
ers, employees or potential em- 
ployees, shareholders or future 
shareholders. That corporation 
management realizes the poten- 
tial and power of this mass, has 





Mead’s Library of Ideas has re- 
viewed over the past few years 
thousands of annual reports 
through its annual Fall exhibit, 
and has noticed several specific 
trends. To prove or disprove what 
appeared to be trends in at least 
one specific area, we surveyed the 
nation’s largest corporations, by 
virtue of their number of share- 
holders corporations listed on the 
New York Stock Exchange, ask- 
ing questions about the corporate 
responsibility of those who pro- 
duce and design annual reports. 


Survey of 25 largest 
companies reveal: 


MAJOR 
CHANGES 
IN 
DESIGN 
AND 
CONTENT 
HAVE 
BEEN 
SLOWLY 
ACCOMPLISHED 


By Dwight Rockwell 
Director, Mead Paper’s 
Library of Ideas 


gradually affected the annual re- 
port to grow from simply a sta- 
tistical record of one year’s ac- 
tivities to a pictorial, documented 
history of a_ year’s history. 
Normally in today’s annual re- 
port one year’s activity in chart 
and word form is compared to 
the last five years, or in some 
cases the last 10 years of busi- 
ness. This awareness on the part 
of management to the techniques 
used in other mass media has re- 
sulted in the very generous uses 
of illustrations, graphs and 


charts, maps of markets or pro- 





ducing locations, and other visual 


symbols of the accompanying 
words. 

Our survey of the 25 largest com- 
panies very strongly illustrates 
that the annual report represents 
the efforts of veritably every 
corporation executive within a 
company’s management struc- 
ture. The divisonal, department- 
al, or subsidiary heads each are 
called upon to submit the vital 
information concerning his seg- 
ment’s contribution to the annual 
corporate whole. Top manage- 
ment—the board chairman or 
chief executive officer, secretary. 
treasurer—sit in review of this 
material, and take direct interest 
and action in producing what be- 
comes the final story of their 
company’s yearly history. To be 
sure, specific tasks are delegated, 
but the top people invariably 
establish the tone or atmosphere 
in which they want their com- 
pany’s story to be read, and the 
impression they wish their annual 
statement to give. 

More specifically, the shareholder 
or public relations men accom- 
plish most of the writing. In ad- 
dition, they produce or accumu- 
late photographs for illustration. 


OUTSIDE DESIGN SERVICES 


The art director or advertising 
manager has the task of creating 
a theme which will unite typog- 
raphy, art work, illustrations 








and paper used, to arrive at the 
tone which the chief executives 
wish to portray. Our survey un- 
deniably states that today, most 
companies employ outside design 
services. The advertising agency, 
the art studio, annual report 
specialists, and in many cases, 
the creative people of the printer 
selected, are used to augment a 
company’s internal creative staff. 
This fact has been true for 10 
years or more, and has been a 
contributing factor to the greater 
use of graphies brightening and 
clarifying the written word. 

The general survey shows a great 
increase in the use of full color 
throughout the annual report. 
One company report had four 
charts in two colors in its 1948 
report, but by 1958 produced 24 
picture illustrations in five-color 
printing. One technique that has 
become apparent is to utilize full 
color on the cover, and a product 





center spread. Frequently today, 
i the center section becomes a 
financial summary or _ review: 
completely different from the re- 
mainder of the report and often 
printed by a second process on 
different paper stock. As is the 

case of one company report, the 

printing plates for this section ANNUAL 
are made the night before the REPORT 
press run, allowing for last-sec- ae: 
ond revisions. In some instances, 

as in our own Mead Corporation 






















Report, the financial section has 
even become now a_ separate 
book, not even bound into the 
pictorial and word history of the 
concern. Such means can save 
time, press work and dollars. 
The second segment of design 
change is expressed in the way 
typography is being handled to- 
day. There is a much greater use 
of the white paper space; more 
space between lines and larger 
margins lend an uncluttered ap- 
pearance for easy legibility, as 
well as a greater variety of type 
faces. 

ENORMOUS BUDGET INCREASES 
Becoming more specific, we asked 
our surveyed companies to indi- 
cate changes in their budget. 
Those who did report on this sub- 
ject indicated changes that range 
from 40% to 300% 
This would certainly reflect the 


increases. 


substantial increase in impor- 
tance which is devoted to the de- 
signing of an annual report. And 
this, of course, relates very di- 
rectly to the change in the share- 
holders ; from the general impres- 
sion of that of a_ professional 
Wall Streeter, to that of the 
small investor, living everywhere 
including Wall Street. 

A vital design element of the an- 
nual report is that of the size, 
and this very simply has gener- 
ally been established at 814 x 11. 
There are fewer and fewer over- 
size and under-size reports. 
Actual physical production, fol- 
lowing the course already estab- 
lished in other segments of the 


report, is also “group decision.” 


Here the printer is called in quite 
early, often 10 months in ad- 
vance of the mailing date, and 
works along with the art or ad- 
vertising department in supply- 
ing dummies and paper recom- 
mendations for top management 
approval. END 


MAJOR TRENDS IN 
THE DESIGN OF 
THE 25 LARGEST CORPORATIONS’ 
ANNUAL REPORTS 


1. At the company level, the 
chairman of the board, chief ex- 
ecutive officer, secretary, and the 
public /shareholder relations staff 
are the most actively involved 
personnel in the preparation of 
the annual report. 

2. The board itself is the pri- 
mary influence in choosing the de- 
signer and passing on the design. 
3. Most of the companies have 
been using designers outside of 
their own staffs since 1948. 

4. All budgets for annual report 
design and production have in- 
creased substantially in the last 
10 years—one as much as 300%. 
5. The major change in format 
has been the separation of the 
financial review into a separate 
section or booklet. 

These trends are highlights of a 
survey Mead Papers recently 
conducted. Surveyed were the 25 
largest corporations, in terms of 
number of stockholders, as listed 
on the New York Stock Ex- 


change. The corporations are: 


American Telephone & Tele- 
graph Company 

General Motors 

Standard Oil Company of 
New Jersey 

General Electric Company 
Ford Motor Company 
United States Steel Corporation 
Socony Mobil Oil Company 
E. 1. Du Pont 

Bethlehem Steel Corporation 
Cities Service Co. 
Consolidated Edison Co. 
Radio Corporation 

Sperry Rand 

Standard Oil of California 
Standard Oil of Indiana 
Columbia Gas System 
Westinghouse Electric Corp. 
Sears, Roebuck & Co. 
Commonwealth Edison Co. 
Public Service Electric & Gas Co. 
Pacific Gas & Electric Co. 
Texas Company 
Pennsylvania Railroad 
Anaconda Company 

Phillips Petroleum Co. 
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How much do genuine ATF foundry types cost? 
In the case of 30-point Craw Modern Bold, 
6-plus cents a character...251 types for $15.75. 


AMERICAN §& 


How much do inferior types cost...in extra 





Elizabeth, New Jersey 
See Your ATF Type Dealer 





time it takes to set and space them...in hours 





of extra makeready...in time that it takes to 





touch up poor proofs, correct shallow electros... 





and in the lessened effectiveness of inferior 
designs? Figure all the costs and you’ll agree 
that ATF type is “the best type in any case” 
-..and the most economical. 















AFTER 
THE 
ANNUAL 
REPORT 
IS 
DESIGNED 





By Edward Krukowski, 
President, 
Draper Associates 


After the annual report is de- 
signed, the average designer gen- 
erally steps out, but actually 
only part of his work is done. 
For left behind is a host of simi- 
lar types of financial reports 
which most companies must pub- 
lish during the year. While these 
additional pieces may not be as 
large an assignment, they do re- 
quire the same careful, intelli- 
gent design as the annual report. 
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These, then, are within the de- 
signer’s province. What are these 
reports? 


REPORT OF THE ANNUAL MEETING 
Most stockholders are unable to 
attend their company’s annual 
meeting. However, they are in- 
formed of the matters which are 
to be discussed and urged to 
send in proxies so that their 
stock may be voted. It is only 
a logical consequence, therefore, 
that a report of what actually 
transpired at the meeting and the 
results of the voting should be 
prepared and distributed. Many 
companies now follow this prac- 
tice. 

QUARTERLY STATEMENTS 
Since a stockholder has made a 
financial investment in a com- 
pany, he naturally wants to be 
kept 


Practically all companies dis- 


abreast of its earnings. 
tribute quarterly statements, 
using them to discuss important 
current developments or future 
plans and policies. 


DIVIDEND ENCLOSURES 
There is a decided trend toward 
using the dividend enclosure as 
another opportunity to “talk” 
to stockholders. In a sense, this 
is a basic principle of advertising 

obtaining the cumulative effect 
of constantly keeping the “prod- 
uct” before the customer. 

PKESS RELEASES 

It is of the utmost importance 
for a company to keep not only 
its stockholders well informed but 


continued 
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FLEGANCE 


ATTAINS A NEW PINNACLE 








Phe classic laid antique finish of Rising’s Line Marque 
now is available in white and a selection 
of five soft pastel colors in a smart. contemporary 
interpretation of “Fine Paper at its Best.” 
\ Line Marque pastel affords an ideal medium for 
communicating a creative awareness 


nurtured within the confines of impeccable classic taste 


RISING 
LINE MARQUE 


25% COTTON FIGER 























COLOR ADDS DISTINCTION 
TO THE PAPER WITH THE 
“HAND-MADE” QUALITY 





Meticulous modern papermaking techniques assure the highest 
degree of cotor evenness, cleanliness and sheet uniformity in 
Rising’s Line Marque. This outstanding paper, with its unique 
laid antique finish, costs no more than ordinary 25% Cotton 
Fiber Bond papers. It is suited ideally to blind embossing, and 
offset, letterpress, steel engraving, copper plate, gravure. thermo 


graphic and photogelatin reproduction processes. 





RISING 





LINE MARQUE 





25% COTTON FIBER CONTENT 





Sheet Stock — In Antique Ivory, Aqua Blue, Petal Pink, 


Colonial Green, Dove Gray and White. 





Substance 20 Substance 24 

500 1000 500 1000 

Sheets Sheets Sheets Sheets 

20 10 24 418 

34x 22 10 80 18 96 

Second Dimension Denotes Grain Direction 

Laid surface. Watermarked. Wrapped 500 sheets to a package. 
Available in full size sheets as well as letterhead sizes, boxed o1 
tching Envelopes, in all 5 colors and White. are 


i the above Substances from Old Colony Enve lope Co 





500-sheet Ream Boxes of Ris 
ing Line Marque (84% x 11) 
introduce new user conven 
ience. Available in White and 
> 
C gy gQ0e all colors, Sub. 20 and 24. 
ae Also supplied in Junior Car 
f 


tons of ten Reams each. 





He rite forsamples and the name of the Rising merchant nearest you. 


RISING PAPER COMPANY, HOUSATONIC, MASS 








ear 


ie 








AFTER THE ANNUAL REPORT IS DESIGNED 


Little Willie 
Looks at “Big Bill” 


also the general financial com- 
munity. By earning the respect 
and confidence of the financial 
press, the company thus creates 
a better understanding of its 
management’s aims and policies. 


SPECIAL BROCHURES 


From time to time an_ out- 
standing event occurs in a com- 
pany’s life which management 
wishes to mark with a special 
brochure. This might be an im- 
25th or 
Or it might 


be the opening of a new plant, 


portant milestone—a 


50th anniversary. 


introduction of a new product. 


“ec 99 
DESIGN IN DEPTH 
Whatever is 


reports or other corporate com- 


designed—annual 


munications material—the  de- 
sign organization must think in 
depth.” 
Depth of design is the page by 


terms of “design in 


page construction . .. counsel on 


format and content, copy out- 


effective 
graphs and statistical data, edi- 
torial 


line, suggestions for 


assistance, constructive 
criticism or analysis of text mat- 
ter, and proofreading with an 
objective viewpoint. Design and 
art, including photography, are 


wedded to the text; typography 
is specified to reflect the tone and 
design; paper, colors and print- 
ing processes are specifically se- 
lected to achieve the subtleties of 
design. All are necessary to re- 
flect a 
and individual requirements. 


company’s personality 


The separate phases, if con- 


structed on a piecemeal basis, are 


apt not to fit cohesively. Coordi- 
nated in one firm, where the de- 
signer knows the copy slant, 
where the production manager 
knows the desired design effect, 
and so on along the line, the re- 
sult is a product, smoothly 
knitted together and informative 
to the expert as well as to the 


layman. END 
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PRINTERS 

OF 

‘ 

ANNUAL 

‘ 

! REPORTS 

As a guide to Art Direc- 

‘ tors, Advertising Managers, 

‘ Production Managers, and 
other executives responsible 

r for getting out Annual Re- 

, ports, PRINT’s editors 

f have compiled this handy, 

4 


up-to-date Directory. It 
lists, by states and cities, 
names of printers, street 
addresses and names of 
companies whose 1958 An- 
nual Reports were printed. 
All data is based on replies 
received directly from com- 
panies among America’s 
500 leading industrial cor- 
porations. 











CALIFORNIA 
Los Angeles—Ewing Printing Co., 875 
N. Virgil Ave., Lockheed Aircraft Corp. 
Los Angeles—General Printing Co., 356 
S. Western, Signal Oil & Gas Co. 
Los Angeles—Graphic Press, 3825 City 
Terrace, Garrett Corp. 
Los Angeles—Jeffries Banknote Co., 
117 Winston St., Litton Industries Inc., 
Northrop Aircraft Inc., Hunt Foods § 
Industries Inc., Richfield Oil Corp. 
Los Angeles—Lithocrome Press, 5364 
Venice Blvd., Lear Inc. 
Los Angeles—Western Lithograph Co., 
600 E. 2nd St., North American Avia- 
tion Ine. 
Oakland—Kaiser Graphic Arts, 865 Isa- 
bella, Kaiser Aluminum & Chemical 
Corp., Permanente Cement Co., Kaiser 
Steel Corp. 
San Bruno—H. S. Crocker Co., Stand- 
ard Oil Co. of California 
San Diego—Arts and Crafts Press, 3555 
Kettner St., Rohr Aircraft Corp. 
San Diego—Frye & Smith, 2666 India 
St., Ryan Aeronautical Co. 
San Francisco—Schwabacher Frey Co., 
735 Market St., Crown Zellerbach Corp. 
San Francisco—Taylor & Taylor, 246 
First St., California Packing Corp. 
COLORADO 
Denver—The A. B. Hirschfeld Press, 
Speer Blvd. at Acoma, Ideal Cement Co. 
Denver—Kistler’s, 1636 Champa, Colo- 
rado Fuel & Iron Corp. 






CONNECTICUT 
Bridgeport—Volk Lithograph Corp., 
Consolidated Cigar Corp., Stauffer 
Chemical Co. 

Meriden—Miller Johnson, The Stanley 
Works 

Bridgeport—New England Printing & 
Litho Co., Branum Ave., Remington 
Arms Co. Ine. 

Waterbury—Heminway Press, S. Leon- 
ard St., Scovill Mfg. Co. 


DISTRICT OF COLUMBIA 
Washington—Judd & Detweiler Inc., 
Florida Ave. & Eckington Pl. N.E., 
Fairchild Engine & Airplane Corp. 


GEORGIA 
Atlanta—Higgins-MecArthur Co. 302 
Hayden St., N.W., West Point Manu- 
facturing Co. 


ILLINOIS 
Bellwood—Sleepeck Printing Co., 815 
Twenty-fifth Ave., Link-Belt Co. 
Berwyn—A & R Printers, 7140 W. 16th 
St., National Can Co. 

Broadview — Photopress, Caterpillar 
Tractor Co., Deere & Co. 
Chicago—American Printers & Litho- 
graphers Inc., 2247 W. Logan Blvd., 
Stewart-Warner Corp. 

Chicago—R. R. Donnelley & Sons Co., 
350 E, 22nd St., International Packers 
Ltd., Corning Glass Works, Standard 
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We've enlarged a typical 


Mistral 


to show you the @ 





character 





design quality of this type face: 
dinorinl destructive 
of surface bea fast-paced, 
be and distinctively 


personal. Specif y Mistral. 
Write for pree specimem 


Amsterdam Continental 
Types and Graphic Equipment, Inc. 


276 Park Ave.S.,N.Y.10, SP7-4980 








Oil Co. of Indiana, McGraw-Edison Co.., 
Champlin Oil and Refining Co., The 
Ohio Oil Co., Ford Motor Co., R. R. 
Donnelley § Sons Inc., Consolidated 
Water Power & Paper Co., Minnesota 
& Ontario Paper Co., Inland Steel Co. 


Chicago — Gunthrop-Warren, 123 N. 
Wacker, Crane Co. 
Chicago — Harvester Press, 4829 S. 


Kedzie, International Harvester Co. 
Chicago—Hillison & Etton, 638 S. Fed- 
eral, Container Corp. of America 
Chicago—D. F. Keller, 3005 W. Frank- 
lin Blvd., American Steel Foundries, 
Pure Oil Co., Quaker Oats Co., Inter- 
national Minerals & Chemical Corp. 
Chicago—Lincoln Printing Co., 732 
S. Sherman St., Allied Mills Inc. 
Chicago—La Salle Street Press, 325 W. 
Ohio St., Central Soya Co. Ine., The 
Magnavox Co. 

Chicago—McCormick & Henderson, 650 
W. Washington, Beatrice Foods Co. 


Chicago Gregg Moore Co., 111 N. 
Wacker, Admiral Corp. 
Chicago—Neely Printing Co., 871 N. 
Franklin St., Hart, Schaffner & Marx 
Chicago Runkle-Thompson-Kovats 
Inc., 650 W. Lake, Zenith Radio Corp. 
Chicago—T'wentieth Century Press, 40 


S. Clinton, Libby, McNeill and Libby, 
Joslyn Mfg. & Supply Co., Kroehler 
Manufacturing Co., Ceco Steel Products 
Corp., The Oliver Corp., Brunswick- 
Balke-Collender, Oscar Mayer & Co. 
Chicago—Vertine Co., 2701 Lehmann 
Ct., Abbott Laboratories 

Granite City—Tri City Printing Co., 
1814 Delmar, Granite City Steel Co. 
Lincolnwood Magill Weinsheimer, 
Lincoln Ave. & Touhy, Armour & Co. 
Peoria—Edward Hine Co., 208 Wash- 
ington, Keystone Steel & Wire Co. 
Quincy—Jost & Keifer Printing Co., 631 
Vermont, Gardner-Denver Co. 
Rockford—W ilson-Hall Co., 327 W. Jef- 
ferson St., Sundstrand Machine Tool 
Cea, 


INDIANA 
Indianapolis The Bookwaleter Co., 


Inc., 1515 N. Senate, Stokely-Van Camp 
Ine. 


Indianapolis—-Studio Press, 30 EF. 
Georgia, Eli Lilly and Co. 
IOWA 


Davenport—Wagners Printers, 315 W. 
Fourth St., Collins Radio Co. 
Waterloo—Matt Parrott & Sons Co., 
514 Bratnober, Rath Packing Co. 


KANSAS 
Wichita—Western Printing & Litho- 
graph Co., 159 N. Topeka, Cessna Air- 
craft Co. Sunray Mid-Continent Oil Co., 
Dresser Industries Inc., Temco Aircraft 
Wichita—The McCormick Armstrong 
Co., 1501 E. Douglas, Phillips Petroleum 


Co., Reech Aircraft Corp. 








MARYLAND 


Baltimore—Schneidereith & Sons, Inc., 
208 S. Sharp St., Martin Co. 


MASSACHUSETTS 
Boston—George H. Dean Co., 74 India 
St., The Gillette Co., Eastern Gas & 
Fuel Assoc., Berkshire Hathaway Inc, 
Boston — Rand-Avery Gordon-Taylor 
Inc., 871 Commonwealth Ave., Raytheon 
Mfg. Co. 

Boston—-Vose-Swain Engraving Co., 530 
Atlantic Ave., The Kendall Co. 


MICHIGAN 
Battle Creek--Lyman Printing Co., 21 
W. Hall, Kellogg Co. 
Benton Harbor—Burch Printers, 123 
Hinkley, Whirlpool Corp. 
Detroit—Evans-Winter-Hebb Inc., 818 
W. Hancock, Owens-Corning Fiberglas 
Corp., Bendix Aviation Corp. 
Detroit — Graphic Arts Process Co, 
9751 Ervin, Chrysler Corp. 


Detroit — King-Smith Co. 261 Me- 
Dougall, Parke, Davis and Co. 
Detroit—Litho Arts Ine. 4490 Cass 


Ave., Burroughs Corp. 

Detroit Shelby Lithographing Co. Inc., 
47 E. Piquette, American Motors Corp. 
Detroit—Vanderkloot Press, 658 W. 
Elizabeth, Evans Products Co., Ea- 
Cell-O Corp., MeLouth Steel Corp. 
Detroit— Wolfe Inc, 4th & Blvd, 
Nelsey-Hayes Co. 

Grand Rapids—Jaqua Advertising, 101 
Garden St., SE, Tecumseh Products Co. 
Midland-——McKay Press, Dow Chemical 
Corp. 
Sparta—Spartan 
Products Co. 


MINNESOTA 
Minneapolis—Bureau of Engraving, 
500 S. 4th St., General Mills Ince., 
Archer-Daniels-Midland Co, 

St. Paul-—— McGill Co., 655 Fairview 
Ave. N., Minneapolis-Honeywell Regu- 
lator Co., Pillsbury Mills Ine. 

St. Paul—Webb Publishing Co., 55 E. 
10th St., Gould-National Batteries Inc. 


MISSOURI 


Kansas City—Ashcraft Inc., 816 Locust, 
Butler Manufacturing Co. 

Kansas City—Constable-Hodgins Print- 
ing Co., 1416 McGee, Interstate Bakeries 
Corp. 

St. Louis 
N. 21st St., 
St. Louis 
5900 Berthold Ave., A 
Co, 

St. Louis—Sayers Printing Co., 9610 
Manchester, Bemis Brothers Bag Co. 
St. Louis—Simmons-Sisler Printing Co. 
4127 Forest Park, Falstaff Brewing 
Corp., Anheuser-Busch Inc., Peabody 
Coal Co. 


Lithograph, Gerber 


Century Art Press Inc., 608 
Pet Milk Co. 

Nies-Kaiser Printing Co., 
. EB. Staley Mfg. 
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We sign your letters before you do! 


You’RE looking at the “dandy roll” 
on a Howarp paper machine. Here’s 
where Howarp Bonpis watermarked 
—our subtle signature attesting to its 
excellence as a superior letterhead 
paper, and its right to be known as 
“The Nation’s Business Paper.” 


HOWARD PAPER MILLS, INC. 


When your letterhead bond is 
“signed” by Howarp you can use 
it with every confidence that it is 
worthy of your signature—white, 
strong, crisp, and with the crackle 
always associated with praiseworthy 
paper. A good letterhead, and a neat 


letter, on Howarp Bonp goes out of 
its way to earn the attention and re- 
spect it seeks. 

Your printer or paper merchant 
will be pleased to show you Howarp 
Bonp, in colors, and in the cleanest, 
truest white you’ve ever seen. 


* HOWARD PAPER COMPANY DIVISION, URBANA, OHIO 


Howard, Bond 


“The Nation’s 


Companion Lines: Howard Ledger * Howard Mimeograph 


Printed on Maxwell Offset 








Printed on Maxwell Offset-—Basis 80—Linen Finish 


The talents of John Pike are richly apparent in 
Discove ries in “Impressions of Nuuanu Valley, Oahu, Hawai’. 

The award-winning Mr. Pike regards the world as his 

subject, often traveling with the U. S. Armed Forces. 


American Art Prolific, too. He managed 17 one-man shows during an 


11-year period. We modestly call your attention to the 


...0n Maxwell Offse l original-like quality of this painting reproduced on 


Maxwell Offset. Not so modestly, we urge you to call 


for Maxwell Offset on your color work! 


HOWARD PAPER MILLS, Inc. @ Maxwell Paper Company Division e Franklin, Ohio 








NEW JERSEY 
Trenton — Hibbert Printing Co., 21 
Muirhead Ave., Thiokol Chemical Corp., 
Johns-Manville Corp. 


NEW YORK 
Buffalo—Baker, Jones, Hauser Inc., 45 
Carroll St., Carborundum Co. 
Buffalo—J. W. Clement Co., 8 Lord St., 
Republic Steel Corp., General Electric 
Co. 

Buffalo—Turner & Porter Ine., 1233 
Main St., Bell Aircraft Corp. 

Johnson City—Johnson City Publishing 
Co. Arch St., Endicott Johnson Corp. 
Long Island City—Publishers’ Printing: 
Rogers Kellog Corp., 36th St. & 47th 
Ave., Lone Star Cement Corp. 

Long Island City—Strawberry Hill 
Press, 23-02 Forty-ninth Ave., Revere 
Copper and Brass Inc. 

Long Island City—-Wickersham Press, 
Starr & Borden Aves., General Foods 
Corp., American Home Products Corp. 
Mt. Vernon—A. Colish Press, 40 Hart- 
ford Ave., U. S. Rubber Co. 

New York—Ampco Printing Co., 155 
Sixth Ave., The New York Times Co. 
New York—Arrow Press Ine. 636 
Eleventh Ave., Anaconda Co., Standard 
Oil Co. of New Jersey, R. J. Reynolds 
Tobacco Co., National Biscuit Co. 

New York—Blancard Press, 418 W. 
25th St., Western Electric Co. 

New York—Browne & Co., 163 Front 
St., Sterling Drug Inc., Allied Chemical 
Corp. 

New York—Bryant Press, 52 E. 19th 
St., Ruberoid Co. 

New York—Crafton Graphic Co., 229 
W. 28th St., Interchemical Corp., Can- 
ada Dry Corp. 

New York—Davis-Delaney Ine. 141 
East 25th St., Union Carbide Corp., 
Corn Products Refining Co., General 
Precision Equipment Corp., West Vir- 
ginia Pulp and Paper Co., Rayonier Inc. 
New York—J. C. Dillon Co., 227 E. 
45th St., Aveo Manufacturing Corp., 
Chicago Pneumatic Tool Co. 

New York—FEastern Printing Co., 100 
Sixth Ave., American Chicle Co. 

New York—HEilert Printing Co., 318 W. 
39 St., Time Ine. 

New York—Empire Color Lithogra- 
phers, 200 Varick St., Colgate-Palmolive 
Co., Air Reducation Co. Inc. 

New York—Fenn & Fenn, 75 Varick 
St., Otis Elevator Co. 

New York—Charles Francis Press, 461 
Eighth Ave., Rheem Mfg. Co., Robert- 
shaw-Fulton Controls Co., Avon Prod- 
ucts Inc., Republic Aviation Corp., 
American Radiator & Standard Sani- 
tary Corp. 

New York—The Garfield Corp., 15 W. 
3ith St., Merritt-Chapman and Scott 
Corp. 


New York—General Reproductions 
Inc., 55 Vandam St., Royal McBee 
Corp. 

New York—Georgian Press, 175 Varick 
St., Schering Corp. 

New York—Herst Litho Inec., 525 W. 
52nd St., American Machine and Found- 
ry Co. 

New York—Kipe Offset Process Co. 
Inc., 145 Hudson St., Reynolds Metals 
Co., U. S. Rubber Co. (Cover) 

New York—Lincoln Engraving and 
Printing Co., 130 Cedar St., Oxford 
Paper Co., Standard Brands Inc. 
New York—Lind Brothers, 121 Varick 
St., Warner-Lambert Pharmaceutical 
Co., St. Joseph Lead Co., Carrier Corp., 
American Viscose Corp., B. F. Goodrich 
Co., Sperry Rand Corp., Chemstrand 
Corp., American Tobacco Co., U. 8S. In- 
dustries Inc., Kennecott Copper Corp., 
Armstrong Rubber Co., Combustion En- 
gineering Inc., Island Creek Coal Co. 
New York—William Barton March Co., 
9 EK. 40th St., Cluett Peabody and Co. 
Ine. 

New York—Meehan-Tooker Co. Inc., 
170 Varick St., International Business 
Machines Corp., International Tele- 
phone & Telegraph Corp., International 
Paper Co., Continental Can Co. Ine. 
New York—New Era Litho, 495 Broad- 
way, Hudson Pulp & Paper Corp. 
New York—Pandick Press Ine, 22 
Thames St., National Distillers and 
Chemical Corp., Continental Baking 
Co, 

New York—Preferred Press Inc., 150 
Lafayette St., Blue Bell Inc. 

New York—L. H. Philo Corp., Reichold 
Chemicals Inc. 

New York—Read Printing Co., 350 
Hudson St., Bristol-Myers Co., Handy 
&§& Harman 

New York—Wm. E. Rudge’s Sons Inc., 
130 Cedar St., Merck and Co. Ine., 
Babcock & Wilcox Co., Minute Maid 
Corp., Burlington Industries, Inc., 
Standard Packaging Corp., Olin Mathie- 
son Chemical Corp. 

New York—Sanders Printing Corp., 333 
Hudson St., American Brake Shoe Co. 
New York—Sorg Printing Co. Inc., 80 
S. St., Columbian Carbon Co. 

New York—Tri-Arts Press Inc., 331 E. 
38th St. Bigelow-Sanford-Carpet Co. 
Tne. 

New York—John B. Watkins Co., 9 
Murray St., General Aniline § Film 
Corp. 

New York—Charles P. Young Co., 163 
Front St., United Aircraft Corp. 
Rochester—Great Lakes Press, 439 
Central Ave., Tobin Packing Co., Inc. 
Rochester—Smith-Hart Printing Corp., 
1776 Clinton Ave. N., Eastman Kodak 
Syracuse—Onondaga Printing Co., 2516 
Lodi St., Smith-Corona-Marchant 





EVeryone gains 


from 
FILMOTYPE 


If you use repro proofs or lettering, 
Filmotype is for you and your clients. 


The Filmotype Photo-Lettering Ma- 
chine almost instantly produces very 
sharp, very black copy that makes 
you successful, your customers order- 
deluged. Basically, all because readers of 
Filmotype material read more, believe 
more, buy more. 


Filmotype’s speed, ease of operation, 
all-inclusive alphabet selection, mumer- 
ous other money-making and saving 
abilities will certainly make you gain, 


Know about 
the Pays- 
for-Itself 
Purchase 
Plan? 

Write for 
details. 


Skokie, lll, 

oO Have the Filmotype representative make 1 
an appointment in my own office for a 
demonstration. 


FILMOTYPE 7500 McCormick Bivd., ' 
1 


Send me further information about the | 
Filmotype Photo Lettering Machine. 


Nome 





















.-. talk about better corporate image 


FREE IDEA KIT 


shows how to get four color process 
pictures of your product on letter- 
head and envelopes for pennies! 
Made possible by a new concept 

in printing. Send for your 


FREE IDEA KIT today! 


Colortone phesd 


DEPT. P6 2412-17th STREET N. W. 
WASHINGTON 9, D. C, 

























It's great—but don't take our word 
for it. Try it in your own office for 
30 days! Puts professional flavor into 
your low-budget paste-ups saves 
you time and money. Used by ad 
agencies, art studios, printers and in- 
dustry for ads, printed pieces, 
publications, direct mail, visual aids 
Dozens of black-and-white line draw- 
ings every month— top quality real- 
istic, stylized, decorative and humor- 
ous. Ready to use—just clip and 
paste! Get the current issue of three 
different books on 30-day free trial 
No obligation. Just jot a memo on 
your company letterhead 
the current issue of ‘Clip Book of Line 
Art’ on 30-day approval.” 


BRAND NEW 


CURRENT ISSUE 


CLIP BOOK of LINE ART 


YOURS FOR 30-DAY FREE EXAMINATION 





























“Send me 





























HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 5. NEW JERSEY 








NORTH CAROLINA 


Asheville—The Miller Printing Co., 15 
Rankin Ave., American Enka Corp. 
Greensboro— Simpson Printing Co., 
Cone Mills Corp. 


OHIO 


Akron-—Donner Press, 37 N. High, 
General Tire & Rubber Co. 
Ashland—A. L. Garber Co., Glidden 
Co., Pittsburgh Plate Glass Co., Good- 
year Tire and Rubber Co. 
Cincinnati—Geers Lithographing Co., 
2305 Gilbert Ave., Cincinnati Milling 
and Machine Co. 

Cincinnati—The Hennegan Co. 311 
Genesee St., Philip Carey Manufac- 
turing Co. 

Cincinnati—C. J. Krehbiel Co., 1030 
Broadway, Eagle-Pitcher Co. 
Cleveland—The William Feather Co., 
9900 Clinton Ave., White Motor Co., 
Cleveland-Cliffs Iron Co., Clevite Corp., 
Owens-Illinois Glass Co., Standard Oil 
Co. of Ohio 

Cleveland—Judson Brooks Co., 1241 
Superior, Champion Spark Plug Co. 
Cleveland — Schonberg Printing Co., 
1635 E. 25th St., Diamond Alkali Co. 
Cleveland— Towers Press, Superior 
Ave., Reliance Electric & Engineering 
Co. 





Columbus—Warner P. Simpson Co., 873 
Williams Ave., Anchor Hocking Glass 
Corp. 

Dayton—Drurys, S. Ludlow St., Armco 
Steel Corp. 

Dayton—Printing Service Co., 648 S. 
Main St., The Dayton Rubber Co. 
Mansfield—The Mansfield Printing Co., 
84 E. Fouth St., Mansfield Tire and 
Rubber Co. 

Norwood — McDonald Printing Co., 
Arbor Place, Procter & Gamble Co. 
Toledo—Rad-Mar Press Inc., 223 Fear- 
ing Blvd., Libbey-Owens-Ford Glass Co. 


OKLAHOMA 


Oklahoma City—Globe Color Press Inc., 
414 NW 4th. Kerr-McGee Oil Indus- 
tries Inc. 
Oklahoma City—National Printing Co., 
631 NW Second, Anderson-Prichard Oil 
Corp. 

OREGON 
Portland—Abbot, Kerns & Bell, 338 
NW 9th Ave., Georgia-Pacific Corp. 


PENNSYLVANIA 
Chester—-John Spencer Inc., Scott 
Paper Co. 

Coatesville—Rudsill & Co. Inc., 109 W. 
Chestnut St., Lukens Steel Co., Arm- 
strong Cork Co. 


Philadelphia—Allen, Lane & Scott, 
2300 Market St., Baldwin-Lima Hamil- 
ton Corp., Campbell Soup Co., Electric 
Storage Battery Co., 1. T. E. Circuit 
Breaker Co. 

Philadelphia—Wm. F. Fell Co., 1315 
Cherry St., Lehigh Portland Cement Co. 
Philadelphia—Edward Stern & Co., 140 
N. 6th St., Sun Oil Co., Pennsalt Chemi- 
cals Corp., Atlantic Refining Co. 
Philadelphia—Drake Press, S. Broad 
St., Philco Corp. 

Pittsburgh—Bachman Advertising Co, 
508 Grant St., Copperweld Steel Co. 
Pittsburgh — Geyer Printing Co, 
Hooper St., Consolidation Coal Co. 
Pittsburgh—Herbick & Held Printing 
Co., 1117 Wolfendale St., National Steel 
Corp., Westinghouse Air Brake Co., 
Crucible Steel Co. of America, Alumi- 
num Company of America, Gulf Oil 
Corp., Plymouth Oil Co., Harbison- 
Walker Refractories Co., Jones §& 
Laughlin Steel Corp. 
Pittsburgh—Wnm. G. Johnston Co., 1130 
Ridge Ave., The Youngstown Sheet §& 
Tube Co., Rockwell Mfg. Co. 
Southhampton— Albert J. Becker, 
Southhampton Industrial Park, Atlas 
Powder Co. 
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Y Speedball gives you the widest choice of lettering combinations .. . 5 styles and 36 S@auEEeemees 
‘I points ...4 steel brushes... Specify Speedball Products and get the best. Comprehen- ~ 
— P ° ° oe 
sive lettering charts on request for only .08 in stamps. C. HOWARD HUNT PEN CO., CAMDEN 1,NJ. ta DEE " 
Dy | eS sn 
E) A Zs ns 
—_ TEXT 
> PENS ZZ BRUSHES *\/ Fuickers | 800K 
Y 
t, TEXAS , | 
i. Dallas—American Printing & Litho Co., COMPANY-OWNED PLANTS 3 General Motors Corp. 
ic 1600 S. Akard, Chance Vought Aircraft eR: F General Motors Photographic 
it Ine. Printing their own annual reports 165 W. Milwaukee, Detroit, Mich. 
Houston—Gulf Printing Co., 2210 W. Hercules Powder Co. 
15 Dallas, Continental Oil Co. American Chain & Cable Co. Hercules Press, Wilmington, Del. 
0, VIRGINIA 929 © one Ave., Bridgeport, Conn. Swift & Co. | 
40 Richmond—Trevvett Christian & Co. American Optical Co. Union Stock Yards, Chicago 9, IIL. 
Li- Inc., 1500 Brook Road, Virginia-Caro- 14 Mechanic St., Southbridge, Mass. Be i | 
; : : : limes-Mirror Co. 
lina ( hemical Corp. _ Pondent Co: Week Witces: Paces Bite. 
ad Roanoke Stone Printing & Manufac- Printing and Stationery Dept. 202 W. First St. Los Angeles. Cal. 
turing Co., Jefferson St., Dan River 350 Madison Ave., New York, N. Y “an awe 7 
Mills ; ° = ines he rhe Upjohn Co. 
0. WASHINGTON eM — a oe “sid “ 7171 Portage Road, Kalamazoo, Mich. 
Seattle—Acme Press of Seattle, 2120 i acpi i artrore, ome. Westinghouse Electric Corp. 
Oy Fourth Ave., Weyerhaeuser Timber Co. W. P. Fuller Co, Printing Dept. Printing and Nameplate Dept. 
Seattle—Metropolitan Press and West- 301 Mission St., San Francisco, Cal. 'Tafford, Pa. 
ing ern, 2603 Third Ave., Pacific Car and — _ . ’ —— 
eel Foundry Co. 
'O., WISCONSIN 
mi- Racine—Western Printing & Litho- 
Oil graphing Co., 1220 Mound Ave., Out- “eee = 
one board Marine Corp., Western Printing Distinguished DRAPER ASSOCIATES 
& & Lithographing Co. ss Incorporated 
Milwaukee—Mandel Co., 1319 N. 3rd, ANNUAL REPORTS 
130 Cutler-Hammer Ine.,  Harnsichfeger 70 WALL STREET e NEW YORK 5 
. ¢ Corp. FValeMmelial-15 
’ Milwaukee—Olson Publishing Co., 1445 me 
N. 5th St., Clark Oil &§& Refining Corp. CORPORATE LITERATURE WHITEHALL 3-5588 
eT, Wauwatosa—W. A. Krueger Co., 12821 
tlas W. Blue Mound Rd. Allis-Chalmers 


Manufacturing Co. 
continued 
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DIRECTORY 
OF 
ART STUDIOS 
AND 
DESIGNERS 
OF 
ANNUAL 
REPORTS 


Ad Art Studios 

1919 E. 19th St., Cleveland, Ohio. 

A. D. Graphic Inc. 

430 N. Michigan Ave., Chicago, III. 
Ad Service 

841% E. Fourth St., Mansfield, Ohio. 
Advertising Design Associates 

12 E. Delaware, Chicago, III. 
Advertising Designers 

1240 S. Main St., Los Angeles, Cal. 
Charles D. Agler & Associates 

239% S. Oxford, Los Angeles, Cal. 
Akron Advertising Art 

31 N. Arlington, Akron, Ohio 

Milton Anderson Co. 

461 W. 23rd St., New York, N. Y. 
Paul Anton 

150 Forest Hill Road, Hamden, Conn. 
Armand Associates 

68 William St., New York, N. Y. 

Art Department Inc. 

342 Madison Ave., New York, N. Y. 
Art Direction 

8473 Melrose Place, Los Angeles, Cal. 
Associated Advertising Artists 
Globe-Life Bldg., Oklahoma City, Okla. 
Associated Graphic Productions 

123 N. Wacker, Chicago, II. 
Raymond A. Ballinger 

321 S. Iseminger St., Philadelphia, Pa. 
Saul Bass 

7758 Sunset Blvd., Los Angeles, Cal. 
Fred J. Bauer Inc. 

245 E. 60th St., New York, N. Y. 
Herbert Bayer 

P. O. Box 128, Aspen, Colo. 

Lester Beall 

Brookfield Center, Conn. 

Jack Wolfgang Beck 

36 West 56th St., New York, N. Y. 
Frank Bercker Associates 

741 N. Milwaukee St., Milwaukee, Wis. 
Bott, Schmidd and Assoc. 

3525 W. 9th St., Milwaukee, Wis. 
Brown & Butcher Inc. 

630 Fifth Ave., 

New York, N. Y. 

Will Burtin 

132 E. 58th St., New York, N. Y. 
Chartmakers 

480 Lexington Ave., New York, N. Y. 
Chenault Associates 

211 E. 49th St., New York, N. Y. 
Comart Associates Inc. 

8 E. 52nd St., New York, N. Y. 


George B. Conforti & Associates 
176 W. Adams St., Chicago, III. 
Charles E. Cooper 

136 E. 57th St., New York, N. Y. 
Coventry, Miller & Olzack 

676 N. St. Clair, Chicago, III. 

Craig Art 

913 Washington St., Wilmington, Del. 
Louis Danziger 

190114 Orchid Ave., Hollywood, Cal. 
Fred E. Denzler 

333 N. Michigan, Chicago, Il. 
Designers 3 

115 W. 45th St.. New York, N. Y. 
DiFranza-W illiamson 

48 W. 48th St., New York, N. Y. 
Draper Associates 

70 Wall St., New York, N. Y. 

Milt Dubins 

147 E. 19th St., New York, N. Y. 
Eisenberg Studios 

710 N. Plankington, Milwaukee, Wis. 
Fisher Associates 

919 Seventeenth St., Washington, D. C. 
Fox & Horn 

40 W. 55th St., New York, N. Y. 
Frederick Associates 

4490 Cass Ave., Detroit, Mich. 
Friedrich, Frisbie & Cox 

2011 Park Ave., Detroit, Mich. 
Gartley & Associates 

68 William St., New York, N. Y. 
Peter Geist 

737 Lexington Ave., St. Louis, Mo. 
Robert Gill 

40 E. 58th St., New York, N. Y. 
Morton Goldsholl 

201 N. Wells, Chicago, Ill. 

Harris Goode 

3339 W. Lamar, Houston, Tex. 
Graber Art Associates 

37 W. 57th St., New York, N. Y. 
Grant-Jacoby Studio 

936 N. Michigan Ave., Chicago, III. 
Graphic Illustrators 

3918 Harry Hines Blvd., Dallas, Tex. 
Graphic Workshop 

45 E. 5ist St., New York, N. Y. 

H. & H. Art Studios 

134 Ziegler St., Dayton, Ohio 

Robert Hallock 

Hattertown Road, Newton, Conn. 
Hill & Knowlton Inc. 

150 E. 42nd St., New York, N. Y. 


Hoffman, York, Paulson & Gerlach Inc. 


5130 W. Vilet, Milwaukee, Wis. 
Horan-Daugherty Inc. 

8012 Bonhomme, Clayton, Mo. 
Idea Center 

Penebscot Bldg., Detroit, Mich. 
Leonard Jossel 

211 E. 53rd St., New York, N. Y. 
Tom Kamifuji 

333 Kearney St., San Francisco, Cal. 
KGA 

10 E. 49th St., New York, N. Y. 
Kleb Studios 

3 West 46th St., New York, N. Y. 
Merlin Krupp Studio 
Northwestern Federal Bldg. 
Minneapolis, Minn. 

John Locke Studio 

56 E. 66th St., New York, N. Y. 
Logan & Carey 

381 Bush St., San Francisco, Cal. 









Joseph Low 
Newton, Conn. 

McNamara Bros. 

Penobscot Bldg., Detroit, Mich. 
Malcolm McGhie 

52 Vanderbilt Ave., New York, N. Y. 
Manning Studios 

1240 Huron Rd., Cleveland, Ohio 
Peter Mehlich Organization 

21 East 63rd St., New York, N. Y. 
Monogram Art Studio 

515 Madison Ave., New York, N. Y. 
Morgan Studios 

Caxton Bldg., Cleveland, Ohio 
Erick Nitsche 

RFD #1, Ridgefield, Conn. 
Charles W. North Studios 

79 Madison Ave., New York, N. Y. 
Penn Art Studios 

312 Stanwix, Pittsburgh, Pa. 
Robert Pierce 

4204 Edmundson, Dallas, Tex. 
Herbert Pinzke 

175 N. Michigan Ave., Chicago, II. 
Pittsburgh Ad-Art 

600 Grant St., Pittsburgh, Pa. 
Taylor Poore Design Consultant 
333 N. Michigan Ave., Chicago, III. 
Potter-Zeigler Studios 

360 N. Michigan Ave., Chicago, II. 
Professional Art Studio 

736 Lothrop, Detroit, Mich. 

Paul Rand 

Goodhill Road, Westport, Conn. 
Bert Ray Studios 

230 E. Ohio St., Chicago, III. 
Reuter & Bragdon 

1 Gateway Center, Pittsburgh, Pa. 
Mel Richman Ine. 

15 N. Presidential Blvd., 
Bala-Cynwyd, Pa. 

Rippey, Henderson, Bucknum & Co. 
909 Sherman St., Denver, Colo. 
Ross Advertising Art 

1261 Broadway, New York, N. Y. 
Lester Rossin Associates 

369 Lexington Ave., New York, N. Y. 
George Samerjan 

80 W. 40th St., New York, N. Y. 
Harvey L. Sibley 

151 Crescent Hill, Pittsford, N. Y. 
Stephens-Biondi-DiCicco 

230 E. Ohio, Chicago, Il. 

Stoessel Studios 

21 W. 45th St., New York, N. Y 
Studio One 

83 S. 9th St., Minneapolis, Minn. 
Sudler, Hennessey & Lubalin 

130 E. 59th St., New York, N. Y. 
John Sussilleaux & Co. 

9 FE. 47th St., New York, N. Y. 
Ladislav Sutnar 

307 E. 37th St., New York, N. Y. 
Robert Sutter 

51 E. 42nd St., New York, N. Y. 
Teresi-Wilton Studios 

3269 W. Liberty Ave., Pittsburgh, Pa. 
Bradbury Thompson 

2 Jones Park, Riverside, Conn. 










George Tscherny 

149 E. 57th St., New York, N. Y. 
Winius-Brandon Co. 

1706 Olive St., St. Louis, Mo. 
Zorigian Studios 

10 Newbury St., Boston, Mass. 












Pa. 








1958 
1956 
1947 
1944 


1958 
1956 
1956 
1954 
1947 
1945 
1944 


*(5,000 annual reports submitted each year) 


LOOK AT THE RECORD... 


FOUR Gold Awards in the 19 Years 
of Financial World Magazine's 
Annual Report Competition’... 


GOLD AWARD WINNERS 


Hilton Hotels Corporation 

Marquette Cement Manufacturing Company 
Marquette Cement Manufacturing Company 
Caterpillar Tractor Company 


SILVER AWARD WINNERS 


Hilton Hotels Corporation 

Hilton Hotels Corporation 

Marquette Cement Manufacturing Company 
Marquette Cement Manufacturing Company 
Marquette Cement Manufacturing Company 
Caterpillar Tractor Company 

Caterpillar Tractor Company 


PLUS... more than 40 Bronze Oscars. 


Grant-Jacoby planned and produced each of these 
award-winning reports in its entirety. 












GRANT-JACOBY, Inc., 


936 North Michigan Boulevard * Chicago 11 * MOhawk 4-2055 














Beginning this issue, prinxt’s edi- 
tors will bring readers a more 
comprehensive coverage of the 
letterhead, its design, printing, 
paper, psychology, etc. As a 
starter we will bring readers the 
letterhead designs—and the rea- 
sons why the stocks were chosen 
of the design studios, advertis- 
ing agencies, national advertis- 
ers, printers, etc. We start by 
repeating a few letterhead de- 
signs and comments on the stock 
chosen, which were printed in the 
July / August, 1959, print. (In 
the next issue will be the letter- 
head designs of four advertising 
agencies. ) 
Designers especially realize the 
importance of paper in designing 
any printed material. Paper, 
they know, is often just as im- 
portant as the design. 
They naturally carry this think- 
ing into their designs, particu- 
larly their own letterheads. It’s 
not too much of a generalization 
to say that the designers usually 
“play down” design on their own 
stationery. The concept is usu- 
ally quiet, simple. Accent falls, 
instead, on their choice of letter- 
head stock. It is the paper that 
represents the designer most ac- 
curately on a client’s desk, in his 
hands. 
print’s editors called on repre- 
sentative designers and design 
groups to tell what stock they 








LETTERHEAD 
DESIGN 


use and why they selected a par- 
ticular paper. Some of the an- 
swers are repeated here .. . in 
the hope that a designer’s point 
of view will help illustrate the 
importance of making the care- 
ful and appropriate selection of 
letterhead paper. 

“An understatement of white on 
white”... 


“Our aim in business is reliabil- 


says Norman Graber. 


ity, dignity and good taste,” 
says Norman Graber of Graber 
Art Associates. “To convey this 
we chose subdued colors (yellow 
ochre and grey) on Strathmore 
Writing, Rag Content. The quiet 
understatement of the white on 
white paper texture helps carry 
out this theme and enhances the 


trademark design.” 





“Good for blind embossing” . . . 
is Morton Goldsholl’s reason 
“TI selected Kimberly-Clark’s 
Neenah paper called Old Council 
Tree Bond for my stationery be 
cause I wanted a cotton fibre 
content paper which is more suit 
able for blind embossing. This 
bond, one of the best letterhead 
papers I know, has a_ slight 
cockle, good whiteness and prints 
beautifully.” 

“Doesn't yellow out”... says 
Dan Cassel—*Our letterhead is 
printed on Aetna’s 25% Correct 
Bond. It was selected primarily 
because of its ability to take 
blind embossing well. It is also 
a stock that doesn’t yellow out 
and can take erasures. This plus 
the economy were our reasons,” 
says Dan Cassel of Comart Asso- 
ciates. 

“Eevtreme whiteness enhances 
colors” Rick Dif ranza ea- 
plains-—Rick DiFranza of Di- 
Franza Williamson Associates 
uses Whiting Plover’s Bond, 
Shocking White, Cockle Finish, 
204. There are two reasons for 
this choice, he Says. “The ex- 
treme whiteness of the stock en- 
hances the two subtle colors used 
in printing the letterhead and 
the envelopes. Secondly, there is 
a crisp feel of the letter when it 
is removed from the envelope and 
when it is unfolded.” END 








Those who appreciate the niceties 
appreciate PLOVER BOND, 
the visibly better letterhead paper. 


E 
WHITING- # PAPER COMPANY, STEVENS POINT, WISCONSIN 
a 


better papers are made with cotton fiber 
' 
























VENUS 
REGULAR 
ROMAN 


AND ITALIC 
VENUS 
VENU 









Unrivalled beauty! Venus Regular is available in light, medium, 


bold and extrabold ¢ Venus Italic in light, medium and bold. 


For complete information write on your letterhead to: 


BAUER ALPHABETS, INC. 
235 EAST 45TH STREET 


NEW YORK 17. NEW YORK 


OXFORD 7-1797-8-9 





















At three times the price, 
you can’t buy a better luci! 
SOLD DIRECT ONLY 

with a ten day 

money-back GUARANTEE 
18”x 24” focal plate, 
17”x23” copy board. 
Four dia. up or down. 
Hundreds sold to the 
nation’s top firms... 
never a return! 


198” complete with 
Raptar F 4.5 lens 


Send for literature today! 
LUCYGRAF Mfg. Co. 
1929 N. Hillhurst Ave. 
L.A. 27, NO. 1-0637 
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A PLACEMENT SERVICE 
FOR COMMERCIAL ARTISTS 


MUrray Hill 8-0540 


PROFESSIONAL PLACEMENT CENTER 


EW YORK STATE EMPLOYMENT SERVICE 








MADISON 
AVENUE 
NEW YORK 22 














DESIGN F 


DESIGN 
FROM 
ABROAD 





Oe for the 
produc 
nema 

Last summer during three and result ec 
one-half months of daily commut ollectic 
ing between a Soviet intourist ho iissing 
tel and the American exhibition in ind in 
Moscow, U.S. designer Harry Printed 
Dennis, Jr., caught glimpses of a but wi 
good many cinema posters about than we 
town with qualities worth inves Hy seein 
tigation. Inquiries at Reklafilm, hosters 
the sole organization responsible I'S. sti 


Continued on next page 


as 1) 20m Tm 
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production and 


for the design (mainly free-lance), 
distribution of 
inema advertising in Moscow, 
sulted in this acquisition of a 
vllection of Soviet graphics long 
uissing from the western scene 
nd in part now presented here. 
Printed on paper of lesser quality 
ut with far 


lan we are generally accustomed 


more imagination 


Hy seeing in film advertising, these 


posters easily outclass the usual 








I'S. standard in this field. 
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These hack issues of PRINT are 
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now available to our readers... 


Rudolf Kock—His work and the 
Offenback workshop. 


American Type Designers and 
their work, 


Book Jacket Designers Guild in- 
spires upgraded design. 


Illuminated Books of the Middle 
Ages and Renaissance. 


Devoted entirely to the Type- 
writer, its many faces and use. 


The only reference of its kind. 


32-page reprints of the Corporate 
Image Edition. 


“Paper’s Role in Design.” 


Just check the back issues you wish; enclose $1.50 for each and send to: 
1519 Connecticut Avenue, Washington 6, D. C. 








My Name .. 


Company 


City .... 


PRINT 


SUBSCRIPTION FORM 


Circulation Office 


...Zone 


1519 Connecticut Avenue @ Washington 6, D.C. 
Please enter my subscription for 


OC 1 year... $9 


SIE Sh ha AEN eA 


SRE tN eo Ease ipl ee ow en th bth Lad me Lee 


. State 


O 2 years... $16 





The Cover for This Issue 
of PRINT Was Printed on 


wvint Wil - NAVAJO Cover 
WN hauk One Offset Section on 


VELLUM, YELLOW 


Distributed in New York City by 
Nelson-Whitehead Paper Corporation 


(Domestic & Imported Papers) 


7 LAIGHT STREET WOrth 6-2300 NEW YORK 13, N. Y. 
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Prime Source for your 
picture needs: 


Acclaimed for the originality of its graphic 
material, the expertness of its service. 
Millions of illustrations all selected to serve 


the very needs of today’s designers 
Any subject: from Alchemy to Zodiac 


Any technique: from cave art to 


Gay Nineties photographs. 
ite 


Any mood: whimsical—factual—prophetic. \ 


Whether you need a single picture ora 
complete picture history, selections 
will reach you promptly for free inspection 


Ask for descriptive folder 6A. 


THE BETTMANN ARCHIVE 
215 EAST 57 STREET, NEW YORK 22, N. Y. « PL 8-036: 
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Creative thinking and careful production planning on every layout. illustration and mechanical 


GRABER ART ASSOCIATES 


37 WEST 57 STREET+:NY-»* PLAZA 3-3251 
Our new printed portfolio of samples sent on request 
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Us 
FOR YOU! 


STOCK PHOTO 
CATALOG 
12th EDITION 


UNDERWOOD & UNDERWOOD ILLUSTRATION STUDIOS, INC. 


319 EAST 44TH STREET, N. Y. 17 ¢ MURRAY HILL 4-5400 


646 N. MICHIGAN AVE., CHICAGO 11 « DELAWARE 7-1711 
Gentlemen: 


| 

i 

| 

y Please send me a copy of your 

t new catalog, "Underwood Reserve Name 
I 

{ 

1 

[ 





Illustrations, Twelfth Edition," 
showing a representative sam- 
pling from among thousands of Address. 
new stock photographs now avail- 
able. | enclose $2.50 to cover cost 
(in N.Y.C., add 3% Sales Tax). City. State. 
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THE OFFSET SECTION OF THIS ISSUE 
OF PRINT WAS PRINTED ON 


Print Flex Offset Enamel 
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Distributed in New York City by 


FOREST PAPER CO., Inc. 
87 Vandam St, N.Y., N.Y. WA. 4-1400 





BOOK REVIEW 
LL LL 
Paul Rand—His work from 1946 to 
1958; Edited by Yusaki Kamekura; 
Alfred A. Knopf, N. Y., $13.50. 

A warm, comprehensive apprecia- 
tion of Designer Rand and _ the 
setting of the stage for his work is 
Writer Kamekura’s task. He says: 
“We have Paul Rand and his art, 
not only for their own sake, but as 
a symbol of the freshness and vital- 
ity of American life and culture.” 
The book is well designed and 
printed—many color photos show- 
ing the intelligent, often witty, usu- 
ally brilliant design of Rand. 
Posters, advertisements, packaging, 
direct mail, ete. 
hhh aS 
The New Graphic Art: compiled 
with a commentary by Karl 
Gerstner and Markus Katter; 
Hastings House, N. Y. 

Is Commercial Art a true art? The 
primitives, the beginnings, the 
break-through, the present, the fu- 
ture. These are the contents— copy 
and art of one of the best books of 
its kind published in a long time. 
“The future” is probably the most 
exciting, as it appears at first 
thought to be sheer speculation. 
Oe hh Lc 
The Millionaires: by Bob Gill and 
Alastair Reid; Simon and Schuster, 
N. Y., $2.50. 

Writer Reid’s unlikely, unimportant 
story line of millionaires finding 
ways to spend their millions is ex- 
cellent copy for the wit of De- 
signer Gill to act upon. Gill’s very 
competent brush catches the vari- 
ously incredible and subtle circum- 
stances of rich people having a 
good time. Better on re-reading. 
ET a 
Illustrators ’59: Edited by Arthur 
Hawkins; Hastings House, N. Y., 
$12.50. 

Published by the Society of Ilus- 
trators, this is the first such annual 
of American illustration published 
—in turn born from the first na- 
tional exhibition to be sponsored by 
the Society. And about time! Some 
3,000 entries were received for ex- 
hibit; almost 359 were chosen and 
appear here. They represent the 
old and new schools, known and un- 
known names. Refreshing book for 
pleasure, an inspiring source of in- 
formation for business. END 
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SILK SCREEN TECHNIQUES, J. |. Biegel- 


eisen and Max A. Cohn. Only $1.45 


A complete step-by-step, practical instruction book 
on one of the most popular, versatile and fastest 
growing of all graphic arts reproduction processes. 
This book tells you how to build your own inexpensive 
silk screen at home out of sage | available materials. 
It shows you how to use the silkscreen, how to pre- 
pare stencils, how to attach them, how to print in 
one or many ‘colors, how to get the amazing variety 
of textures possible with silk screen. No press is 
needed and you can print on any flat material — 
textiles, trays, furniture, book jackets, any kind of 
paper and poster board. Clear, easy-to-follow line 
diagrams guide you every step of the way, so that it 
is practically impossible to go wrong. Covers all five 
major stencil methods—paper, blockout, tusche, film, 
photographic — fully discusses advantages, disadvan: 
tages, textures, artistic effects, of each. Full dis- 
cussion of multicolor printing, dyes, lacquers, paints, 
registering, etc. Illustrated by colored progs of 
4-color print. 149 illustrations (8 in color) including 
42 full-page illustrations of fine art serigraphy. 
Sources of supply listing. 201pp. 6% x 9%. 


433. Paperbound $1.45 
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PAINTING IN THE FAR EAST, Laurence 
Binyon Only $2.00 


For new art ideas, methods, techniques, Oriental art 
is an inexhaustible source which has hardly been 
tapped by Western artists and designers. This book 
acquaints you with over 15 centuries of Oriental 
painting, and provides thousands of inspirations you 
can use in your own work— Oriental concepts of 
form, line color; the techniques used on frescoes, 
prints, ukiyoye, cave paintings, screen paintings, 
painting on silk, and many others; the styles devel- 
oped by Ku K’ai-chieh, Li Lung-mien, Wu Wei, and 
other Chinese masters; the achievements of Sesshu, 
Matabei, and the Great Decorators in Japan; many 
more art techniques and concepts little known in 
the West. Over 250 master painters, all the major 
periods are discussed. But this is not just a listing 
of unfamiliar names. Binyon, an acknowledged 
authority on Oriental art, clearly presents historical 
development, relates art to culture, reveals ideas 
behind techniques. Chinese and Japanese art are 
covered in full, but Binyon also treats Persian, 
Tibetan, Indian art. 42 photos, many new. Notes. 
Bibliography. 317pp. 5% x 8. 


520. Paperbound $2.00 


we 





ANIMAL DRAWING: ANATOMY AND ACTION 
FOR ARTISTS, C.R. Knight. Only $2.00 


America’s foremost animal painter gives you an exten- 
sive point-by-point course on animal drawing: how 
to put new life into your animal ,figures; how to 
capture anger, calm, fear, other psychological states; 
how to render muscles, bone structure, teeth, surface 
features like hair, fur, scales, feathers; how to 
delineate natural animal facial expressions. Knight 
tells you both what to observe in the live models, 
and how to render what you see by use of line, 
proportion, light and shade, texture, color. He tells 
you how to capture shifting stress of animal motion, 
impart power and majesty to lions and tigers, make 
cats lithe and feline, give ponderous mass to bears, 
elephants, prehistoric animals. Detailed text and 
120 of Knight’s own sketches cover all major ani- 
mals, many exotic ones— apes, monkeys, panthers, 
dogs, cats, bears, cattle, seals, camels, swine, 
rodents, reptiles, birds, fish, many more. Includes 
many tips on techniques behind Knight's famous 
animal murals at the N. Y. Museum of Natural His- 
tory, other museums. Formerly titled, ‘‘Animal Anat- 
omy and Psychology.”” 120 illus. 149pp. 81% x 1042. 


426. Paperbound $2.00 


ONLY 1.25-52.00 FOR BOOKS USUALLY PRICED AT 85-510 


Don’t miss this opportunity to add valuable inspiring and practical aids to 
your permanent library for no more than the price of a tube of paint. 


30. ON THE LAWS OF JAPANESE PAINTING, H. Bowie. 
Best possible substitute for series of lessons from 
an oriental master. Covers both spirit and technique 
of late Kano art of Japan: use of dots and lines to 
express moods, control of brush, inks, colors, etc. 
220 illus. 193pp. 6% x 91/4. Paperbound $1.95 


475. CALLIGRAPHY, J. J. Schwandner. Exact reprint 
of rare 18th century calligraphy book, invaluable to 
artists, designers, art directors. 300 ornamental ini- 
tials, 200 elaborate pen flourishes, borders, etc., 
150 ornate frames, 75 calligraphic pictures of 
cherubs, stags, eagles, etc., much more beautiful 
calligraphic material suggesting quality, sophistica- 
tion, elegance. May be reproduced eas i permis- 
sion, 158 full-page plates. 198pp. 9 x 1 

Heavy cloth binding $10.00 


25. PRIMITIVE ART, Franz Boas. Over 900 illus- 
trations of primitive art—pottery, leatherwork, metal 
work, stone work, wood, basketry, etc.—with full 
discussion of techniques, technical virtuosity, sym- 
bolism, by a noted anthropologist. Hundreds of 
striking motifs for artists, handicrafters. 376pp. 
Ye x 8. Paperbound $1.95 


396. AFRICAN SCULPTURES, L. Segy. 163 full-page 
plates of masks, fertility figures, ceremonial objects, 
etc., of more than 50 West and Central African tribes. 
Over 95% of this art work pictured here for the first 
time. Extensive preface. 164 unusually clear photo- 
graphic plates. 244pp. 6 x 9. Paperbound $2.00 


432. THE HUMAN FIGURE, J. Vanderpoel. Famous 
teacher's one-volume course on drawing the human 
anatomy, facial expressions, musculature, every other 
artistic aspect of both the male and female body. 
Full, detailed text illustrated by over 420 pencil and 
charcoal sketches. 142pp. 6x 9. Paperbound $1.45 


53. LETTERING AND ALPHABETS, J. A. Cavanaugh. 
This unabridged reissue of LETTERING Offers full dis- 
cussion, analysis, illustration of 89 favorite hand- 
lettering styles, with hundreds of technical hints on 
make-up, white areas, strokes, etc. Specimens 
copyright free. 89 alphabets. 121pp. 9% x 8. 

Paperbound $1.25 


84. DESIGN MOTIFS OF ANCIENT MEXICO, J. Enciso. 
766 authentic designs from Aztec, Olmec, Totonac, 
Maya, Toltec origins. Plumed serpents, jaguars, wind 
gods, flowers, demons, dancers, monsters, abstract 
motifs of barbaric beauty. Collection originally sold 
for $17.50. 192pp. 7% x 10%. Paperbound $1.85 


204. THE HUMAN FIGURE IN MOTION, Eadweard 
Muybridge. Largest collection ever published of 
photographic action strips of male and female fig- 
ures, mostly undraped, taken from the original Muy- 
bridge collection. More than 500 photo sequences 
(over 4789 individual shots) show men, women, chil- 
dren, climbing, running, walking, playing, getting up, 
lying down, etc. at shutter speeds up to 1/6000 of 
a second. Unexcelled source of action models for 
artists, art students. 4789 action photos. 411pp. 
7% x 10%. Clothbound $10.00 


203. ANIMALS IN MOTION, Eadweard Muybridge. 
The largest collection of animal photos in print, for 
the artist, illustrator. Over 3919 individual photos of 
34 different animals (horses, mules, oxen, goats, 
camels, pigs, guanacos, lions, gnus, deer, monkeys, 
eagles, etc.) in complete action series taken at 
shutter speeds up to 1/6000th of a second. Clearly 
reveals secrets of leg motion, spinal patterns, head 
movements, much more, difficult to capture other- 
wise. “A really marvelous series of plates,’’ NATURE. 
3919 photos. 380 full-pages of plates. 440pp. 
7% x 10%. Clothbound $10.00 


427. THE HISTORY AND TECHNIQUES OF LETTER- 
ING, A. Nesbitt. The only thorough, inexpensive his- 
tory of letter forms from the point of view of the 
artist. Full illustrations and discussions of Basker- 
ville, Bell, Bodoni, Caslon, Koch, Killian, Morris, 
Garamont, Jenson, dozens of other masters and styles. 
Also, a 65-page practical course in lettering. 89 
complete alphabets. 165 lettered specimens. 317pp. 
5% x Paperbound $2.00 
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| Dept. 285 + Dover Publications, Inc. ] 
180 Varick Street, New York 14, New York 


Please send me the following books in the quan- ! 
[ tities indicated: 


1 mw. 8H ~~ BH . WH 1 

1 ek ee cnn: MP 
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ae ae 


| am enclosing $ in full payment. Pay- § 

ment in full must accompany all orders except 
a those from libraries and public institutions, who § 
ym be billed. 

handling and mailing costs on orders less than 


| $5.00. please print | 








Name. 
i I 
| Address. | 
I eT ae I 





I GUARANTEE: All Dover books are unconditionally | 

f guaranteed. If dissatisfied with them, return 1 
them within 10 days for cash refund. 
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Please add 10¢ per book all 7 
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The Publishers of PRINT Magazine 
proudly announce the creation of a 
NEW PUBLICATION 


PACKAGING DESIGN 


Premiere issue: April 25, 1960 


From the same publishing team that has made 
PRINT America’s leading graphic design magazine, 
comes a new magazine specifically edited for the 
men who decide on the packaging concept, select 
the packaging material, specify the packaging 
brand, improve the package’s appearance. 


PACKAGING DESIGN 


appropriately enough,is this new publication’s name. 





Charter Subscriptions to this exciting new magazine 
are cordially invited at a pre-publication price of 
50 for 4 Quarterly Editions. (Regular rate will be 

) Please use the handy order card in this issue. 


PACKAGING DESIGN 


535 Fifth Ave. = New York 17 = MUrray Hill 7-6150 








R. Harvey Whidden, vice presi- 
dent in charge marketing Bulova 
Watch Company: at the 15th An- 
nual Conference American Soci- 
ety of Industrial Designers— 

**Design must be coupled with an 
aggressive attitude on the part 
of the other components of Amer- 
and this includes 
After all, we in 
management are paid good money 


ican industry- 


management. 


to make good judgments with re- 


spects to design and markets.?? 


Alfred Politz: speaking to the 
market research discussion group 
of the New York chapter of the 
American Marketing Associa- 
tion 

**T'he term Corporate Image so 
captivates some people that they 
now ask ‘what corporate image 
should we have’ and completely 
forget the question “should we 


have a corporate image at all??? 


Henry C. Bonfig, Vice President 
CBS: at the 15th annual Confer- 
ence of Industrial Designers— 
**Don't let the president’s wife 
do the designing, and don’t let 
the product be decided on by 
committee—a group other than 
that actually responsible for the 
product.?? 


George Nelson: at the Dean’s 
Day Seminar at New York Uni- 
versity School of Commerce— 

*6T'he new patron of the arts ap- 
pears to be the corporation, and 
evidences of a new trend may be 
seen in major cities throughout 
the world, in the form of new 


structures such as the aestheti- 
cally refined General Motors 
Technical Center, the United Na- 
tions and UNESCO 


buildings, 


plus a variety of banks and res- 
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taurants, each having important 
works of sculpture, painting or 
other art objects by artists as 
Bertoia, 
Moore. 
°6 However, 


scribed here is not a fact but a 


Lipphold and Henry 


what is being de- 
trend since the number of aes- 
thetically educated individuals in 
leading positions is small.?? 


Walter Weir, chairman of Dona- 
hue & Coe, Inc.: in a talk at the 
Advertising Club of New York— 
**7t is a scientific, not a moral 
fact, that a lack in the product 
cannot possibly be compensated 
for by a lie in the advertising. 
667t is for these reasons that I 
urge you, if you wish to create 


successful advertising, to stick 


to the facts, to eschew exaggera- 
tion, to avoid the little white lie 
no matter what your temptation 
to employ it. It doesn’t work. No 
matter how much we wish to de- 
lude ourselves, we wind up facing 
the inescapable facts of life. We 
confront reality—not life like we 
might like to imagine it. And ad- 
vertising which deludes the pub- 
lic, which deceives it no matter 
how slightly, is unscientific, is 
advertising which flies in the face 
of reality.’ 


Charles ‘Tl’. Coiner, vice-president 
in charge of N. W. Aver & Son’s 
art department: in a Prinrer’s 
Ink article— 

*67t seems to me that creative 
ideas flow faster if an artist can 
shed details and work in a cre- 
ative stream. This shedding can 
only be accomplished by organi- 
zation, and artists too often mis- 
take organization for machinery. 
Yet, because of this machine’s ea- 
pert planning which precedes his 
work, an artist wastes less cre- 


ative effort.?? 


Dean L. Burdick, president of 
Burdick & Becker: an Associa- 
tion of Advertising Men and 
Women meecting— 

**We have our problems in com- 
municating with the too busy 
doctor. We're working on them. 
I only wish we could be as suc- 
cessful in developing new tech- 
niques in communication as the 
ethical drug industry has been in 
creation of products which bene- 


fit us all.?? END 
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CRAFTOOLS Your Complete Source for 


PRINTMAKING SUPPLIES and EQUIPMENT 
PRESSES FOR THE GRAPHIC ARTS 
Send for. Catalog P 
CRAFTOOLS, INC., 396 Broadway, New York 13, N. Y. 





No. 8182 
A7 gear etching press specially engineered 
to precision tolerances. Large 24” x 40” bed 
for drypoint, mezzoprint, etchings, etc. Fea- 





Printmaker—a complete graphic arts shop 


” 


for all three printing processes. 14” x 20 


@eeeeee2eneeoeeoeoeooeeeoeoeeeed 


bed; chase is 11” x 14”. Designed with in- 
finite precision. 


tures include 814” diam. roller and small 
handle instead of old large wheel. 
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Good luck! Curtis Paper Company 
is sponsoring “Text Paper Contest.” 
“Why Text Papers are used for ef- 
fective Printed Pieces’—100 well 
chosen words may lead you to a 
handy $1,000.00. Send your entry 
to the Curtis Paper Company, 280 
Broadway, New York. Deadline is 
April 15th. 





An automatic drawing ink dispens- 
er has been marketed by Higgins 
Ink Company. It is designed to fill 
fast with one hand, feeding just the 
right amount. 
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New Apco impact Coated book cov- 
er introduced by Appleton Coated 
Paper Company, Appleton, Wiscon- 
sin is featured as the paper with 
the “built-in sunglasses” because it 
reduces eye-strain. Apco IMPACT 
Coated Book is based on research. 


A mazone: a new 


linked script 


Amazone, a new linked, unkerned 
script type face produced by Am- 
sterdam Continental Types and 
Graphic Equipment in the Nether- 
lands has been released in the U. S. 
Sample sheet of Amazone and other 
type faces from Europe’s major 
foundries are available from Am- 
sterdam Continental, 268 Park Ave- 
nue, New York 10. 
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{INFORMATION 


“Plain and Fancy Folds” offers sug- 


gestions of unusual folds that can 
add diversity to design. Write to 
the Champion Paper & Fiber Com- 
pany, Hamilton, Ohio. 


Prepared for lithographers, ‘*Litho- 
graphic Printing on Aluminum 
Foil” booklet may also be of inter- 
est to designers who work with al- 
uminum foil. Anaconda Aluminum 
Company, Louisville 1, Ky. 


“Type and its Relation to Paper,” 
has been written by Mr. R. Hunter 
Middleton, well-known typographer 
and calligrapher. This educational, 
illustrated booklet discusses how 
type selection and arrangement can 
he simplified and therefore facili- 
tate readability. It is published by 
Kimberly-Clark, Neenah, Wis. 





“How to prepare Art for Silk 
Screen Printing,’ new brochure 
available from Screen Process 
Printing Association, International 
549 W. Randolph Street, Chicago 
6, Ill., advises how to produce more 
colorful and effective advertising 
material using silk screen printing. 


Demonstration sheets of Falulah 
Paper Company’s improved Fal- 
paco Brighter-White—made essen- 
tially for calendars, car cards, 
point-of-purchase displays. Write 
to FALULAH PAPER COMPANY, 500 
Fitth Avenue, New York 36, N. Y. 


“Paper Making” is an interesting 
portfolio designed to aid classroom 
teaching. For information write to 
American Paper & Pulp Associa- 
tion, 122 East 42nd Street, New 
York 17, N. Y. END 
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with accordian fold base 


e@ For Sales Meetings 
e@ Sale Counters 

e@ Presentations 

@ Reception Rooms _ Pat. No. 
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MOST PRACTICAL QUICK-CHANGE 
PORTABLE DISPLAY EVER DESIGNED 
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1 Clear acetate cover Folds flat 
lifts for quick changes for hanging 












Silk screen or 
print as desired 








The N. Y. Times, Newsweek and others se 


their advertisers. Protects and enhances ads, layouts, photos, 


illustrations, etc. under acetate. Prices: (n 
4 — 2” $10.80 doz. 12” x 15”, $14.40 doz. 
/ In grey or blue / Made to any size, 


©0060000 CO) 


Creative binders for Advertising & Selling 


318 W. 48th St., New York 36, N. Y. 
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color or material. 


2 PL 7-5950 




















No matter what your training, smart 


printing buyer 


knowledge covers 64 years of print- 
ing a wide range of diversified jobs 
—letterpress or offset—in one, two, 


three, four or 


stantial savings in time and money. 
Learn the facts...call Arthur 
Friedman, sales manager. 


64 years of achievement 


CAREY PRESS CORP. « 406 WEST 31st 
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Letters to Print 


20TH ANNIVERSARY EDITION 


Your “Anniversary Issue” is a hand- 
somely produced magazine and I am 
glad to find myself in such distin- 
guished company. 
Sibyl-Moholy-Nagy 
Instructor, Pratt Institute 
New York, N. Y. 


Dr. Modley’s article in your extremely 
interesting anniversary issue is very 
good. I do regret, though, that I did 
not receive a credit line for the illustra- 
tions I did for this article. 

Ladislav Sutnar 

Designer 

New York, N. Y. 


Your last issue is beautiful. From a 
paper man’s point of view, though, I 
think you wasted Champion’s Krome- 
kote for your cover. All you showed 
is that the paper takes solid coverage. 
Bob Pomerance 
Forest Paper Company 
New York, N. Y. 


Many thanks for sending me a copy of 
PRINTS 20th Anniversary Edition. As 
is every issue, it’s a collectors item. 
Warren Edwards 
Account Executive 
O. S. Tyson & Co., Inc. 
New York, N. Y. 


Am most impressed with the scope and 
quality of the contributing artists in 
your Anniversary Edition. Nobody but 
Mr. Hayter himself could possibly have 
given as clear, comprehensive and vital 
a picture of real understanding of such 
a far-reaching school as Leo Katz did. 

Sara Tidwell 

Atlanta, Ga. 


Your January issue has a lot of mean- 
ingful things in it but in some cases it 
was hard to follow. You start an article 
in the front, break it to make way for 
other articles and then return to the 
original article. 

Irving Miller 

Designer 

New York, N. Y. 


Your Anniversary Edition look won- 
derful to me. One thing, though 
the French fold ads made the magazine 
too thick. 
Blair Getting 
Advertising Program Supervisor 
Alcoa, Pittsburgh, Pa. 


Articles in your January issue are gen- 
erally a little too wordy. It’s tradi- 
tionally true that designers can’t vocal- 


ize... but some of your writers did 
do a terrific job, Eames and Rand, for 
example. 


David Stone 
Illustrator 
New York, N. Y. 


IN GENERAL 


The main problem of a graphic arts 
magazine is visual distinction between 
the advertising and editorial pages. I 
must confess that on this count print 
irritates me now and then. I don’t be- 
lieve that -the repetition of a design 
such as the tricky “P” in the Novem- 
ber/December issue helps. I believe 
that the only way of doing it is to un- 
derdesign the editorial pages. 

Leo Lionni 

Art Director 

FORTUNE MAGAZINE 


PRINT Contains profound informations 
and deals with actual problems. Never- 
theless these improvements could be 
made: 

1. Sometimes the illustrations are re- 
produced too small. Larger and less 
would be better. 

2. One often gets confused between 
the editorial part and the ads. A dis- 
tinct editorial layout (which should be 
carried through all publications) would 
put more emphasis on what you have 
to say. 

3. Would there be a possibility to 
wrap the copy in corrugated paper? 

Rolf Harder 
Advertising Designer 
Montreal, Canada 
Some time ago I commended you for 
your new look in print, at the same 
time taking you to task for inadequate 
typography. You answered my letter 
asking for more specific criticism 
and then proceded to take the sting 
out of my criticism by turning out 
some of the finest typography I’ve seen! 
Carl Dair, Creative Director 
Goodis, Goldberg, Dair LTD 
Toronto, Canada 


SE LE IN 
PRODUCTION NOTES 


PAPER USED IN THIS Issue: T'eat 
stock: West Virginia’s Sterling 
Enamel, Mohawk’s Vellum, Mead’s 
Printflex Offset. Cover: Mohawk’s 
Navajo, 65#. 

TYPE FACES IN THIS ISSUE: Scotch, 
Bodoni and Bold and Book, Chelten- 
ham Bold and Cheltenham Bold 
Condensed, Bookman, Antique, Bas- 
kerville, News Gothic, Franklin 
Gothic, Torino, Clarendon, Gothic 
Outline Title #61, Standard, Mod- 
ern Roman #20, Typewriter. 






CORPORATE IMAGE REPRINTS 


We would like to receive four copies 
of the “Corporate Image” issue as soon 
as possible.* 


Rosemarie White 
Cushing & Nevell 
New York, N. Y. 


Please send 25 copies of your “Corpo- 
rate Image” reprint.* 
Harry Gordon 
International Advertising Division 
Remington Rand, New York 


We are enjoying your magazine very 
much and feel that it is a great help to 
us in our work. -Please send a second 
copy of the “Corporate Image” issue. 
David E. Davis 
Vice President 
American Greetings Corporation 
Cleveland, Ohio 
*The “Corporate Image’ issue has been re- 
printed as a 32-page booklet; available from 
PRINT, Circulation Department, 1511 Con- 
necticut Ave., Washington 6, D. C. One 
copy: $1; 10 copies: $7.50; 25 copies: 
$13.50; over 50 copies: 50¢ each, 


NOVEMBER / DECEMBER ISSUE 


Your November December issue of 
PRINT is altogether stunning in appear- 
ance. 

Norman Zierold 

Advertising Director, THEATRE ARTS 


I just came from a tour of art galleries 
in New York and I was quite disil- 
lusioned. I have almost concluded that 
it is the advertising artist who contrib- 
utes vastly to the raising of the cultural 
and taste level in our country, not the 
fine artist. Your own publication is an 
excellent contribution in this direction, 
over and above good service to business. 
Congratulations! 

Rudolf Schaefer 

New York, N. Y. 


In reading through print, it occurred 
to me that perhaps we industrial de- 
signers have quite a bit in common with 
the people who deal with paper, with 
graphics and with some of the two- 
dimensional forms of communication. 


Peter Muller-Munk 
Pittsburgh, Pa. 


As a designer let me thank you for 
PRINTS new format. The new read- 
ability and common sense language 
makes it a universal publication for 
furthering the designer’s best interests 
in the world of business. As a result 
my job becomes easier as it directly re- 
sults in having the management official, 
the engineer, or the laborer understand 
equally well the designer vocabulary. 
Doug Lowe, 
National Theatres, 
Kansas City, Mo. 
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DN BEING 14-AND 


burteen, they say, is a difficult age with 
lany adolescent problems—like dates, and 
tinging up parents, and school, and grow- 
hg pains. But, in the studio business at 14 
ears you are considered quite an adult. 
ales may give trouble — meeting them, 
lat is — but long experience handling the 
lost difficult, offers no particular problems. 
nd we rarely have problems with our 
oren- (clients) whom we dearly love and 
hey us. For, we've known a lot of them since 
ith. The people in our organization have 
een to many schools. Schools all over the 
orld. And, they put all of this knowledge 
b work for you, and you've gotten many 
wards on many of the assignments that 
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<« still growing 


STIL GROWING 


you have given to us. Monogram has grown. 
But we've taken the pain out of growing 
with daily vitamin tablets that contain large 
doses of talent, know-how and client under- 
standing. We appreciate the fact that you 
helped us in growing to be a big 14 years 
old. And the best way we know to say thank 
you is to put this 14 years of experience to 
work for you now—with all of the fresh ideas 
all 14 year olds have, to give all of your 
promotionals and ads that young, bright 
look that attracts results, and helps you sell 


merchandise. 


MONOGRAM ART STUDIO INC., 515 MADISON AVENUE, NEW YORK 22, 
NEW YORK, PLAZA 3-8974 * GO-MONOGRAM, PENOBSCOT BUILDING 
DETROIT, MICHIGAN, WOODWARD 1-0420 * OWEN-MASTROPAUL 
114 NORMA ROAD, SYRACUSE, N. Y., HUNTER 8-7411 * MOSSMAN- 
MUNSCHAUER, 337 ST. PAUL PLACE, BALTIMORE, SARATOGA 7-1972 


Designers 3 
art for advertising 
115 West 45th Street, New York 36 
Judson 2-5083 





